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_ tok these guéstions 
about the Lecithun 
OUle HOW using! 





is If LIGHT IN COLOR, neutral in 
odor and bland in flavor, made from 


iS IT MADE BY one of the world’s 
largest soy processors, known for 
reliability as a source of supply? 


Yes...if you're using CENTROL 


IS IT LABORATORY-CONTROLLED from 
soybean to finished product, pro- 
cessed entirely by one organization? 


Yes...if you're using CENTROL 


freshly-extracted soybean oil which 
has been subjected to a special de- 
odorizing process? 


Yes...if you're using CENTROL 








ARE ONLY SELECT-QUALITY yellow 
soybeans used, dehulled prior to ex- 
traction to insure freedom from 
undesirable waxes in the finished 
product? 


Yes...if you're using CENTROL 
TT 











1S THERE A CHOICE of types to suit 
your particular needs...such as 
Centrol (regular lecithin), Centrol 
II (fluid, softer type), Centrol B 
(bleached), or Centrol B-2 (fluid, 
bleached) ? 


Yes...if you're using CENTROL 





CENTROL IS AVAILABLE IN 25, 50, 125, 225 AND 500 LB. DRUMS 


FREES FOR COMPARATIVE TESTING. 
mail coupon, 


If you now use Lecithin, 
today, for FREE sample of Centrol. 


See for 


yourself why so many of America's largest users of Lecithin 


ore now specifying CENTROL. 


LECITHIN 





J 
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CENTRAL soya 
Cc 
ae Re mae Products Division Dept. Pia INC, 


Ft. Wayne 2, indiana 





DID THE MANUFACTURER Prove quality 
in advance of purchase by sending 
you FREE a quantity for compara- 
tive testing? 


Yes...if you're using CENTROL 
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Name ef Company 


Laboratory-controlled from bean to finished product 


A product of Central Soya Co., Inc., 
world's largest soy processors... 
Canada Distributor: H. Lawton & Co., 


for May, 1945 


Ft. Wayne 2, Ind. One of the 
mokers of Mel-K-Soy, Hi-Soy, Soywip. 


Toronto. 


EO Renae 
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HERE'S a difference in flavors—a dif- 
ference in quality . . . a difference in 
taste . . . and a difference in cost. And 
when we use the word “‘cost’” we mean final 
cost, for it is only on the basis of an end 
result—of the quantity of flavor required to 
produce a desired effect in a given batch— 
that one can measure the actual cost of 
using any particular brand. Measured 
this way, we believe it will pay confectioners 
who are not using FRITZSCHE Flavors to 


try them and make their cost-comparison 





thus,—on the basis of end results. And for 
such comparison, we suggest your trying one 
or more ot the flavors from our Cherry Spe- 
cialties group listed below. Just write us on 
your letterhead for flavoring recommenda- 
tions and tor FREE batch-test sample of the 


flavor selected. 

















Est. 1871 





a mawewennmmn | PRITZOGHE BROTHERS Inc. 


FRITZBRO HARD CANDY FLAVOR IMITATION PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW Gale il, N.Y 


WILD CHERRY OR CHERRY WITH PIT 


BRANCH STOCKS 





OIL SOLUBLE WILD CHERRY IMITATION NO. 12009 BOSTON CHICAGO LOS ANGELES 
factories at currretron,, 





TORONTO, CANADA MEXICO, D. F 


AN oD SEreerc ans iva eRe) FRANCE 





For Creams and Fondants try: 


FRITZBRO AROME SWEET OR WILD CHERRY IMITATION 





FRITZBRO FRUITBASE WILD CHERRY IMITATION 
. AND OTHERS 
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Candy 


specific need 


Verchandising designed to fit a 
is a magazine devoted to the 
distribution problems of over 9,000 candy, 
drug, grocery and tobacco jobbers; depart- 
ment and chain store buyers and other case 
lot purchasers of confectionery products. 
They sell 86% of all candy, so they must 
be informed of your products if you 
want them to buy. 

Candy Merchandising is your selling 
medium. Because it reaches ONLY volume 
distributors, it is the natural outlet for 
your candy advertising. Candy Merchan- 
dising is the place for confidence-winning 
advertising, the common meeting ground 
of candy manufacturer and candy distri- 
butor. 

“C.M.” is the only magazine dedicated 
exclusively to candy jobbers. It is seasona!. 
It is pocket sized, and timed for the major 


POTLIGHT 
wAR PLA 


FOR SELLING 
WITH 


buying periods—Fall, Winter, Spring and 
Summer. The Winter issue is the well- 
known Candy Buyers’ Directory “the Red 
Book of the candy industry!” 

Now is the time to strengthen your reia- 
tions with volume candy buyers before the 
post-war market-readjustment period comes. 
Jobber-manufacturer relations have iever 
been so important, or the need for goodwill 
and understanding so great! 

The cost of a campaign in Candy Mer 
chandising is very low. A page in each 
issue of Candy Merchandising and The 
Candy Buyers’ Directory costs $427.50. This 
gives you a 5% discount per page on use 
of the four issues. 

Candy Merchandising guarantees you a 
circulation of 5000 per issue and 9000 
on the DIRECTORY or complete jebber 


coverage for your advertising. 
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“It Fits Your Pocket 
and The Field” 


THE DISTRIBUTOR'S 
OWN MAGAZINE 


STREAMLINED AND TIMED TO REACH... 


Jobbers 
Syndicates 
Food Distributors 


Write Now for Rates 


All Types of Chains 
Grocery Distributors 
Large Retail Buyers 


Army Post Exchange 
Navy Post Exchange 
Marine Post Exchange 


and Information 
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Only a peppermint stick .. . but it is Red, White 
and Blue to every American youngster. To ever 
tot whose first gaze at its bright colors impe 
a haunting desire . . . whose first taste of it 
brings a sigh of fulfillment as warm as its bright- 
ness ... truly Red, White and Blue. We recog- 
nize his claim. We recognize it as a symbol of 
the American way of life to him. We endeavor 
then, to maintain the the standards of the pepper- 
mint stick, in all its counterparts and variations. 


Perhaps it is not alone peppermint sticks. It 
probably includes lollipops, all-day suckers and 
the like. Today's volume has been somewhat 
lessened by restrictions, but flavors present 
little problem to those who are utilizing the 
highly successful CONCENTRATED IMITATION 
CANDY FLAVORS — products of Florasynth re- 
search — with their Non-Alcoholic and High 
Temperature Resistance properties. In a variety 
of more than 30 APPEALING FLAVORS 
Florasynthetics have proved themselves doubly 
valuable in these trying times. 


Contributing the flavor . . . as Red, White and 
Blue carries on. 


Sorasynlh LABORATORIES. INC. 
CHICAGO 6 * NEW YORK 61 * LOS ANGELES 27 


DALLAS 1 , DETROIT 2 , MEMPHIS 1 , MINNEAPOLIS 2 , NEW ORLEANS 13 , ST. LOUIS 2, SAN FRANCISCO 3 , SEATTLE 4 


Florasynth Labs. (Canada Ltd. ~—Montrea! Toronto « Vancouver Winniped Florasynth Laboratories de Mexico S. A. —Menxic cit 
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everal months ago, James F. Byrnes clamped a “lid” on all large meetings and 
conventions. In accordance with this policy, the National Confectioners’ Asso- 
ciation has cancelled its usual yearly convention. The MANUFACTURING 
CONFECTIONER heartily concurs in the decision to abide by the ban on conven- 
tions. Necessary travel to promote the war effort and the necessity to remain con- 
stantly on the job to fulfill the demands of continually increasing military needs for 
candy were contributing factors. 


In the place of the national convention, there have been a series of one-day meet- 
ings held in various centers, starting with Boston and working on west. These meet- 
ings have been most informative and have been well attended by local groups. There 
has been a consistent desire for cooperation and to learn shown by all. 


Each year, in support of the Convention, The MANUFACTURING CONFEC- 
TIONER has published a May Convention Issue in which the program and other per- 
tinent material concerning the meeting has been presented for the convenience and 
guidance of those in attendance at the meeting. 


However, with the cancellation of the 1945 Convention, The MANUFACTURING 
CONFECTIONER immediately decided upon doing a job for the industry that has 
not been attempted before. We are dedicating the May issue to the industry’s asso- 
ciations. 


It has been largely through the medium of cooperation between the men and 
women of the industry that the industry has grown to its present important position 
in the food field. These men and women, with foresight and vision to see the needs 
of our industry under the competent leadership of their associations, have instituted 
many helpful and educational programs beneficial to the industry. 


“Trade associations have become an integral part of American business. Presidents 
of many corporations, large and small, have come to realize what a trade association 
does may mean life or death to a business.” 


The above statement by Mr. W. J. Donald, in his book, “Trade Associations” has 
been proven by the great interest in the programs of our national association. 


Many trade associations, in the past, have shown a lack of clearcut objectives, 
as well as wrong principles of organization and a wrong selection of personnel, either 
the voluntary or the employed personnel, or both. 


That our national association and the various local associations are not suffering 
from the above weaknesses is shown by the way in which they have taken the leader- 
ship and pitched in to make the Council on Candy as A Food, a complete success. 


Confectionery manufacturers, both retail and wholesale, and distributors plus the 
candy industry supply trade have all donated freely and cooperated completely to 
make the Council plan a success in its efforts to promote candy as a food and to 
educate the public to use it as such. 


It has been a pleasure to work with the officers of the various associations. The 
MANUFACTURING CONFECTIONER considers it a great step forward to have 
been instrumental in bringing to the attention of the industry, the material compiled 
in this issue. 


The emergency of a great depression followed by another World War, has knitted 
the industry into a solid unit presenting a united front to its problems for the mutual 
benefit of all its members. The results have shown a need for continued cooperation 
even after Victory cancels some of the present problems. Remember, the old adage, 
“United we stand, divided we fall”, will hold just as true in peace time as it has 
during these long years of dire emergency. 
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CA Thistorical Highlights 


By JANICE NELSON 


National Confectioners’ Association 


1884 . 


Through the cooperation of the National Confectioners’ 
Association, the following historical material is made 
available for the special May “Associations Number” of 


The MANUFACTURING CONFECTIONER. This is a 
complete and interesting, year-by-year resume of the 


NCA history. 


. . the beginning of new decade .. . F. W. Woolworth had just 


opened his first store . . . electric lights went on for the first time in New 


York .. 


“firsts” — 


A nd a young industry took a “first 
step” —a step which had helped 
it to climb to the position of im- 
portance it now holds today as the 
eighth largest food manufacturing in- 
dustry in the U. S. in terms of dol- 
lar value—fourth largest in employ- 
ment. 


From 1870 to 1884 the candy mak- 
ers in the nation were in a state of 
unrest. Leaders in the business felt 
that the problems confronting them 
—that of price cutting and its then 
likely consequence, adulteration — 
could only be vanquished by united 
action. : 

The need for concerted action 
reached its high point in the early 
1800’s and, in 1884, the National 
Confectioners’ Association was voted 
into existence by 68 manufacturers 
at the First Annual Meeting held at 
the old Palmer House in Chicago. 
At the two-day session, the associa- 
tion structure was fully formed. NCA 
activities were to be directed by 
five officers—a president, two vice 
presidents, treasurer and secretary 
and executive board consisting of 
seven members. The dues were set 
at $10 yearly. 


Indicative of the main purpose for 
the formation of the association was 
a circular sent to manufacturers and 
dealers in October, 1884, as the first 
official move of NCA. Regarding the 
use of adulterants, the circular urged 
industry members to report cases in 
which adulterants such as terra alba, 
or any other mineral substance were 
used in candy manufacture. The 
phrase terra alba appeared frequently 
in association communiques of those 
days and someone once said, joking- 
ly, that terra alba could be listed as 


for May, 1945 


one of the founders of the associa- 
tion. 


The leaders of the infant associa- 
tion zealously pursued the adulter- 
ant problem and 1886 saw the pas- 
sage of the first of the laws against 
adulteration. This was in New York. 
The circular’s threat to expose all 
members who used adulterants be- 
came a reality when a firm was pub- 
licly accused and, as a result of this 
open chastisement, promised to 
amend its ways. 


Prompted by the response of the 
industry to their pleas for purer 
candy, leaders passed a resolution at 
the 1886 convention which went a 
great deal farther and stated “that 
any member of this Association who 
shall from and after the Ist of June, 
1886, manufacture, or shall after the 
lst day of September next, offer for 
sale any candy adulterated with flour, 
corn meal, starch or cerealine, or 
shall offer for sale any candy brand- 
ed or labeled No. 2 as a mark of 
inferior quality, shall be expelled 
from the Association.” 

At the 1887 Convention, only six 
active manufacturers were present. 
The remainder had resigned or re- 
fused to come as a result of the 
1886 resolution. At this point NCA 
was as near to foundering as the 
association had ever been. 


But the NCA leaders learned a 
good lesson—a sound, healthy orga- 
nization is one that grows slowly 
but surely—and feeling that the 1886 
resolution was perhaps too prema- 
ture, they repealed it and gradually 
members returned to the roster. 

Action in securing passage of state 
pure-food laws occupied the asso- 
ciation during these years. By 1887, 


. the Panama Canal had just been started. It was a season for 


laws were passed in Ohio, Massachu- 
setts, Tennessee, Michigan, Pennsyl- 
vania and New York. General edu- 
cation of the trade in economics and 
tariff were also industry activities. 


Also in 1892 an attempt was made 
to maintain penny goods prices and 
at the 1892 convention a resolution 
was passed stating certain prices for 
100 count goods. However, a few 
firms refused to back up their con- 
vention votes of “Aye” and one of 
the few attempts of NCA to regulate 
prices was soon forgotten. This in- 
cident brought home to the NCA 
leaders the fact that efforts which 
smacked of price fixing could not 
be successful on a broad scale and 
were, in effect, impolitic. 


In 1894, the industry appropriated 
a sum of $800 for telling the public 
about the industry’s part in secur- 
ing the passage of state food and 
drug laws. It was the beginning of 
the association's realization of the 
need for good public relationships 
which resulted in the formation of 
a Publicity Committee in 1913, the 
1926 advertising program, the Mer- 
chandising-Advertising program of 
1937 and 1938, and today’s Coun- 
cil on Candy. 


1895-1904 . . . the Spanish 
American War , . . the South 
African War ... aU. S. Presi- 
dent assasinated . . . the first 
radio message sent across the 
Atlantic . . . the first successful 
airplane flight—the good and 
the bad combine to spell prog- 
ress. These world conditions 
were reflected in the industry 
too... 


(Please turn to page 12) 
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PHILIP P. GOTT 
President 





V.P., Herman L. Hoops 
Hawley & Hoops 
New York, N. Y. 


* 


2 
John H. Reddy 
New England Confectionery 
Co., Boston, Mass. 
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Leaders 


The candy industry can plan better for the future if it first 
reviews the past 
can see enough to inspire us for the task that lies ahead. The his- 
torv of our industry is adequate evidence of the determined char- 


acter of the candy industry to build a sound, ethical industry despite 


VA 


for even in the briefest of backward glances we 


the obstacles economic change places in its path. 





V.P.,Charles F. Scully 


Williamson Candy Co. 


Chicago, Ill. 


* 


Harold H. Hoben 
Mars, Incorporated 
Chicago, Ill. 





Theodore Stemfel 
E. J. Brach & Sons 
Chicago, Ill. 


* 


Charles C. Chase 
Chase Candy Co. 
St. Joseph. Mo. 
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Cecil H. McKinstry 
Imperial Candy Co. 
Seattle, Wash. 


* 


Oscar G. Trudeau 
Trudeau Candies, Inc. 
St. Paul, Minn. 











Our nation stands on the very edge of total victory in World War II. Our 
industry is standing on the threshold of a new economic. world. Today, the industry 
is united in its stand to build a greater postwar market for candy. Every segment 
manufacturer, jobber, dealer, wholesaler, salesman and supplier—has contributed 
to the cause of candy— increased sales, prestige and a firm foundation of public ac- 
ceptance in the postwar inter-industry competition. 


Confectioners are doing a magnificent job during these war years. The role 
that candy is playing in the war will always be a credit to this industry. The spirit 
of cooperation with which candy manufacturers large and small are meeting short- 
ages in labor, machinery and raw materials has received the commendation of many 
government officials and other industry leaders. 


In behalf of the association let me express the appreciation of the NCA Di- 
rectors and Committees to The Manufacturing Conjectioner for this opportunity 
to present NCA activities through the years. 


—PHILIP P. GOTT. President 


National Confectioners’ Association 





Harold S. Clark C. R. Kroekel 
Irvin C. Shaffer The D. L. Clark Co. Kroekel-Oetinger, Inc 
Just Born, Inc. Pittsburgh, Pa. Philadelphia, Pa. 


New York, N. Y. 


* * * 


John G. Rote 


John W. McKey W. F. Schrafft & Sons 
Wm. E. Brock, Jr. Euclid Candy Co. Boston, Mass. 
Brock Candy Co. San Francisco, Calif. 


Chattanooga, Tenn. 





Jor May, 1945 











Secretary-Treasurer 
Arthur L. Stang 
Cracker Jack Co. 
Chicago, Ill. 





O. B. Elmer 
Elmer Candy Co. 
New Orleans, La. 


* 


O. F. Sealy 
Johnson¥luker Co. 
Atlanta, Ga. 
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NCA Historical Highlights 
(Continued from page 9) 


Strong arm tactics on the part of 
the jobber confectionery organiza- 
tions colored the next decade of the 
industry and NCA’s history. Formed 
in 1895, the National Jobbing Con- 
fectioners’ Association rose to a 
rather powerful position in a few 
years. By 1900, they were attempt- 
ing to use force on manufacturers 
to sell only to jobbers belonging to 
local branches of the association and 
in some cases manufacturers were 
boycotted. The manufacturers stood 
firm and NCA, following its policy 
of letting local manufacturer groups 
handle local matters, remained quiet. 


The association became more in- 
terested in painting a true picture 
of candy for the public. The enmity 
of the press towards candy and the 
ready manner in which every tale 
of “Candy Poisoning” was exploited 
by the food authorities, doctors and 
newspaper writers stirred the asso- 
ciation to action. Careful investiga- 
tion was made of all reported cases 
of candy poisoning and when it was 
discovered that not one could be 
truthfully diagnosed as the result of 
eating candy, NCA published 
“FACTS” which deflated the poison- 
ing tales. It also publicized the part 
the industry played in the Pure Food 
Laws passed in individual states of 
which there were now twenty-two. 

1906-1916 . .. financial panic 
. . + first transcontinental air- 
plane flight . . . Standard Oil 
Combine ordered dissolved by 
U. S. Supreme Court . . . Titanic 
sunk . . . war again rises in 
Europe . . . the world is chang- 
ing and the candy industry was 
changing. It was growing, ex- 
panding to every corner of al- 
most every state. It was emerg- 
ing from a snug little business 
into a large industry with great 
factories, equipment, increasing 
numbers of employees, an indus- 
try which was beginning to make 
itself felt in American economic 
history... 


Take a look at its growth by dol- 
lars —in 1850 —three million; in 
1870—16 million; in 1890—56 mil- 
lion and in 1909—134 million dol- 
lars. 

The topics of convention programs 
now included trade ethics, right re- 
lations in business, trade marks, and 
lowering of fire insurance rates. Con- 
sistent emphasis on the pure food 
situation was beginning to bear real 
fruit for, in 1906, the Pure Food and 
Drug Act was passed and laws had 
been put into effect in 34 states. 
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But the passage of the long awaited 
Pure Food Act brought with it many 
headaches for there was much dis- 
similarity between it and state Pure 
Food Laws. So 1909 saw the manu- 
facturers begin their fight for uni- 
form state food laws. 

Association work was becoming 
more complex. Leaders wanted to 
establish a trade mark department. 
In 1908, a traffic committee was ap- 
pointed to study terms and discounts. 
In 1910, the association went on 
record as opposed to the use of raffle 
cards in candy—which marked the 
beginning of a series of efforts to 
rid the industry of gambling para- 
phernalia. 


In 1913, a committee was appoint- 
ed to handle publicity and the long- 
awaited trade mark committee was 
voted into existence. Another field 
into which NCA was venturing was 
plant sanitation. The plea for cleaner 
and better factories was made as a 
step towrd sounder and more pros- 
perous business conditions in the fu- 
ture. In 1914, another association 
activity was launched—cost account- 
ing. 

With Europe in the throes of war, 
the industry went into 1915 and 
1916 still trying to wring profits 
from a highly competitive economic 
system. Increased restrictions were 
placed upon it by the Clayton Act, 
1914, and the Federal Trade Com- 
missions Act, 1914, and NCA’s serv- 
ices were becoming more necessary 
than ever before. 

1916-1929 . . . war declared 
on Germany .. . the League of 
Nations . . . coal strikes ... 
Mississippi flood . . . Lindberg 
flies the Atlantic . . . financial 
panic grips the nation—and the 
industry is waking up to a new 
need—the need for merchandis- 
ing candy as something delicious 
to eat. Candy manufacturers’ 
thinking was becoming more pos- 
itive, candy was no longer some- 
thing to defend. It was a desir- 
able, delicious food —it was 
something people wanted to 
eat... 


In 1916, the appointment of a full- 
time secretary to service the indus- 
try’s needs marked a new era of 
growth for the association. Profit 
and purity were still in the fore- 
ground. There was a definite desire 
to obtain more facts and greater 
understanding of the requirements 
of business. 

In 1917, an unsuccessful attempt 
to set up some standards for con- 
fectionery was made. A more suc- 
cessful effort was made in establish- 
ing standards of trading practices. 


The war brought a new deluge of 
regulations and a sugar allotment of 
50% plus other material shortages. 
It hurt NCA to urge people to eat 
less candy after the successful first 
efforts in promoting the increased 
consumption but the great demand 
for candy by the soldiers was caus- 
ing production difficulties. 


The end of the war, in 1919, 
brought the Revenue Act which fixed 
a tax of 5% on manufacturers’ sales 
prices of confectionery. Immediate- 
ly, NCA had a job to perform—to 
have the bill rescinded as soon as 
possible. Sanitation again took the 
foreground for at the 1919 conven- 
tion a resolution was passed empow- 
ering the executive committee to se- 
cure introduction in state legisla- 
tures for bills referring to the con- 
ditions under which candy should 
be manufactured. 

Economic conditions in 1920, 1921 
and 1922 turned the spotlight on 
cost accounting as an association ac- 
tivity and bulletins to the trade and 
meeting programs were full of warn- 
ings about price cutting practices. 
By 1922, the arduous efforts of NCA 
leaders resulted in cutting down the 
excise tax to 3% and the first in- 
dustry slogan “Remember, Every- 
body Likes Candy!” was born. 


And then, research gradually be- 
came a familiar word to the trade, 
and manufacturers became aware 
that candy was a product worthy of 
scientific study. Research labora- 
tories were appearing in a few candy 
firms and a scientific research com- 
mittee was appointed later in 1929. 


Research in sales and distribution 
statistics was begun at this time— 
an activity which has developed into 
the present “Confectionery Sales and 
Distribution” report made annually 
as well as monthly. 


The year 1928, if for nothing else, 
will be remembered by candy men 
for the phrase “Reach for a Lucky 
instead of a sweet!” —the words 
which glared forth from magazine, 
newspaper and billboard. NCA mo- 
bilized against this advertising and 
within a few months, the cigarette 
company changed its slogan to some- 
thing else—which no one remem- 
bered. 

1930-1941 ... depression per- 
vades the U. S. business scene. 
Hitler begins his rise to power 
. - » and the candy industry de- 
spite war and depression con- 
tinues to grow in stature—over 
two thousand firms in 1932— 
volume nearing the 400 million 
mark, An industry making itself 

(Continued on page 14) 
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In similar phrases, in letter after letter, candy manufac- 
turers express their satisfaction with Imitation Lemon Oil 
MM&R, For here is a replacement with all the tempting, 
tangy flavor of the succulent lemon—a replacement which 
makes possible the « d production of lemon-flavored 
confections. 

If you are- not already using Imication Lemon Oil 
MMA&R, you'll find it worth looking into. Ic may be the 
perfect solution co your as problem, 





Send for free tes ting seua of imitation Lemon Oil 
Expressed Type MM&R today. 
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NCA Historical Highlights 
(Continued from page 12) 


heard in government, in pro- 
fessional circles—and an indus- 
try producing a product rapidly 
becoming a symbol of America 
—candy was gradually becoming 
a food—a delicious food . . . 


During the depression years, in- 
dustry production and dollar value 
dropped to a new low and NCA 
tried to give industry members every 
possible help to withstand the difh- 
culties of operating during these 
years. 

In 1932, a 2% excise tax was im- 
posed on candy. Originally 5%. 
NCA efforts resulted in having it 
decreased 3%. 

Outstanding in the series of events 
which took place in 1933 was the 
passage of the National Industrial 
Recovery Act which occupied the at- 
tention of industry members for the 
next three years. 

There was a growing emphasis on 
education in every phase of the busi- 
ness—consumer, employer and em- 
ployee. 

In 1937, action was taken on de- 
veloping an advertising-merchandis- 
ing program which finally was 
launched in 1938—promoting the 
slogan—“Candy is Delicious Food! 
Enjoy Some Every Day!” which was 
one of the best lines of copy ever 
written. 

In 1940, industry leaders took ac- 
tion on a problem which had been 
uppermost in their minds for many 
months. To substantiate their be- 
liefs, a survey of the industry was 
conducted and as a result, it was 
recommended that the position of 
president of the association be filled 
by a full-time executive, preferably 
an individual outside the industry. 
The recommendation was approved 
and 1940 saw the beginning of a 
new era in management. 


1941-1945 ... United States 
enters World War Il... and as 
the nation buckles down to war 
so does the candy industry . . . 
it increases production despite 
wartime obstacles .. . 


Almost simultaneously with the 
adoption of this new association plan. 
came the declaration of World War 
II. Production tempo increased. 
Candy which had already been de- 
clared a part of U. S. Army Field 
Rations by amendment to Executive 
Order 5952, on January 25, 1940. 
was now in great demand for the 
armed forces. 

While government regulations 
tended to curb the production of 
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Candy As A Food: 

1) Facts About Candy— ingredients, 
nutritive value and how it can 
be used with other foods 

2) Candy—A Valuable Food—the 
value of candy ingredients 

3) Candy—Its Place in the Diet— 
what is candy’s role in the nor- 
mal diet 

4) Food For Victory—what candy 
means to the industrial workers 

5) 77 Farm Products—what goes in- 
to candy ? 

Candy’s Role in the 

War Effort: 

1) Fighting Foods—use of candy in 
rations of armed forces 

2) Why Candy Manufacturing Is 
An Essential Industry—a many 
sided treatment of the candy in- 
dustry’s important contribution to 
the war effort 

Candy Research: 

1) Research on Candy; Reports I, 
II and III—progress reports on 
the work being done at the NCA 
Research Project, USDA South- 
Research Laboratory, New Or- 
leans, La. 


Candy Manufacturing 

Operations: 

1),Human Relations in the Postwar 
Confectionery Plant — discus-ion 
of personnel relations prepared 
by NCA Postwar Planning Com- 
mittee 


why fighting Yanks want candy. 





List of NCA Publications 
(Available Now) 


Newspaper and Magazine Reprints Issued by NCA 
1) The Nutritive Value of Candy Bars—an article which appeared in the 
Medical Record, a professional journal 
2) Candy Has Proper Place In Nutrition—a newspaper article by a child 
care specialist on candy’s place in the child’s diet 
3) Candy Bars Build Up Soldier Morale—a food trade paper article on 


2) Sales and Salesmen’s Training 
for Postwar—suggestions for the 
postwar sales department pre- 
pared by the NCA Postwar Plan- 
ing Committée 

3) The Confectionery Industry—re- 

port on present day conditions in 

the confectionery industry pre- 
pared by the Philadelphia Com- 
mittee for Economic Development 

Confectionery Sales and Distri- 

bution—compiled by the Depart- 

ment of Commerce with coopera- 
tion of NCA 


NCA Activities: 


4 


~ 


1) Annual Reports jor the years 
1941-1942; 1942-1943, and 1943- 
1944 

Council on Candy 

Ad Reprints: 

1) Candy Makes Friends —10'4 x 


15% inches 
Food For 
inches 


? 


Work—I11% x 14% 


3) What Is Candy Made Of—11"% x 
14°35 inches 

4) Nutritional Platform—8&'% x 11 
inches 

5) Candy Eating Chart—11% x 14% 


inches 
6) Modern Partners—10 x 15 inches 
7) What Do You Get From What 
You Eat?—11% x 14™% inches 
(All ad reprints are in four colors) 








candy, demand gave manufacturers 
no peace. Despite shortages, produc- 
tion figures mounted. Candy manu- 
facturers worked out, with govern- 
ment agencies, specifications for new 
types of confections suitable for the 
rations; urged members to sell pro- 
ducts to government for export and 
domestic sales; interpreted govern- 
ment orders; fought for increases in 
ingredients wherever possible: lis- 
tened on the Washington Front and 
transmitted the reverberations to 
members. 

Candy increased in importance as 
an essential food and, in 1943, re- 
search was begun in cooperation with 
the Department of Agriculture 
toward the utilization of additional 
agricultural products in candy to in- 
crease the nutritional content 
through natural methods. 

To avoid the pitfalls which manu- 


facturers remember only too well as 
a consequence of the last war and 
to build a continuing demand for 
the increased production caused by 
the War, NCA, in 1943, launched an 
educational advertising program 
guided by the Council on Candy—a 
cooperative effort supported by every 
segment of the industry for the bene- 
fit of every member of the industry. 
..- and so an industry keeps on 
growing—in 1850—383 firms 
with an annual business of near- 
ly 3 million . . . today, almost 
a hundred years later, a 650 
million dollar business being 
carried on by nearly 1200 com- 
panies . . . an industry which, 
through its national and local 
associations, is united in action 
and preparing itself for a more 
important role in the postwar 
world... 


THE MANUFACTURING CONFECTIONER 








What it Is... 1 


The MECHANICAL COW is a machine for making real 
milk, cream and ice cream mix from skim-milk powder, 
sweet, unsalted butter and water, according to pre-tested 
formulas. It is fully protected by issued and pending patents. 


What It Does... 


The MECHANICAL COW pasteurizes, homogenizes, clari- 
fies and cools its products in one continuous operation. 
These products . . . milk, cream or ice cream mix . . . can 
be of any desired butterfat content and contain every con- 
stituent of fresh dairy products. In flavor, body and texture 
they are equal to the finest fresh products . . . in purity 
they are far superior. In costs, MECHANICAL COW's prod- 
ucts are 30% to 50% below the average wholesale dairy 
prices (ingredient costs only). 
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_ How It Works... 
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The MECHANICAL COW is comparatively simple and fool- 
proof in design and operation. No special skill is required 
to operate it with uniformly satisfactory results. The in- 
gredients are placed in the pasteurizing tank, in accord- 
ance with pre-tested formulas. After pasteurization under 
constant agitation, the mixture automatically feeds into a 
high-speed centrifugal homogenizer. It then automatically 
runs over a tubular cooler which almost instantaneously 
reduces the temperature to 45° F.. . . and the product is 
ready for storage or immediate use. The entire unit is com- 
pletely self-contained . . . with its own heating element for 
pasteurization and compressor for cooling. It is also made 
in a combination unit (illustrated above) with ice cream 
freezer. 


Where It Can Be Used... 


More than .3,000 MECHANICAL COWS are now provid- 
ing milk, cream and ice cream to almost 2,000,000 men 
and women in our Armed Forces . . . on ships, at bases, 
camps and outposts all over the world. After the war, 
MECHANICAL COWS will be used in institutions, schools, 
camps, restaurants, on ships . . . in fact, wherever 30 or 
more persons are fed regularly. Ice cream makers, bakeries, 
confectionery manufacturers and many other food plants 
will also find that the MECHANICAL COW can be adapted 
to their use. 


When You Can Get One... 


Our entire output is now going to the Army and Navy. As 
soon as war restrictions are lifted, MECHANICAL COWS 
will be available for civilian use. It is none too early for 
you to learn more about the MECHANICAL COW and its 
post-war application in your business. Send for more com- 
plete information now! 
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Designed for Service--- \OA 


NCA Spells Service to the Can- 
dy Industry Through United 
Action on Industry Matters 


C A spells service. It 


means united action on in- 

dustry matters as witness 
the action taken by NCA in success- 
fully battling the proposed 35% ex- 
cise tax on candy, or in another field, 
the cooperative educational program 
guided by the Council on Candy. 
NCA means interchange of ideas 
through meetings and conventions. 
It means bulletins coming regularly 
to the desks of its members—bulle- 
tins carrying the latest available in- 


formation on government regula- 
tions, raw materials, legislation, 


trade mark and food and drug mat- 
ters. It means postwar planning for 
the benefit of every member of the 
industry. It means every possible 
and feasible service that will aid in 
the maintenance and development of 
a sound prosperous industry. 

Originally founded as a crusading 
organization pledged to curb the 
widespread use of adulterants in con- 
fectionery, the National Confection- 
ers’ Association approached the early 
1900’s with the realization that the 
growth of the industry demanded 
comparable growth and expansion of 
association activities. The task of 
“cleaning up” the adulterant situa- 
tion was on its way to completion 
although industry leaders urged 
“continual vigilance.” Action of the 
association had been instrumental in 
helping to secure the passage of over 
a score or more state pure food laws. 

Up to 1916 the affairs of the asso- 
ciation had been handled by mem- 
bers of the industry through the five 
association officers and the executive 
board, who, in all cases, gave gen- 
erously of their time and abilities. 
However, as the association activ- 
ities grew more complex as well as 
time-demanding, it was felt that the 
services of a paid full-time executive 
would be necessary in order to allow 
the association to service the needs 
of its members as fully as the future 
seemed to indicate. 

Therefore, on August 16, 1916, 
NCA headquarters were established 
in Chicago with Walter C. Hughes, 
formerly manager of the Pan Con- 
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fection Factory, Chicago, as secre- 
tary. This marked the beginning of 
a new period of growth for NCA. 

Under the guidance of a full-time 
secretary numerous services to mem- 
bers were launched. Some are still 
in existence today—trade mark. 
credit and others,—while others were 
discontinued when they had out- 
lived their practicability. 

Today, the services that NCA per- 
forms for its members are many and 
varied. A brief discussion of them 
reflects the growth and expansion of 
the industry during the past 61 years. 


Telling the Industry Story 


In 1894, a sum of $800 was ap- 
propriated for cooperative advertis- 
ing and publicity to win and keep 
friends for candy. Since then NCA 
has consistently made every effort 
to build good public relationships. 

The public relations program of 
the association is designed to reach 
three groups—the consumer, the pro- 
fessional and the Washington Front. 
The major factor in this work is 
the NCA Council on Candy. 

“To build a greater postwar mar- 
ket for candy!” 

Summed up in those few words 
is the objective of the Council on 


Reading left to right 
starting at head of 
table: Mr. Philip P. 
Gott. president, 
NCA: Mr. Thomas 
Ryan, Executive As- 
sistant, NCA; Mr. H. 
F. Oblander, Bunte 
Brothers; Mr. R. Iver- 
son, Nutrine Candy 
Company; Mr. Mar- 
tin Jack, Curtiss 
Candy Co.; Mr. John 
G. Johnson, Walter 
H. Johnson Co.; and 
Mr. David Hoge, 
King Cole Co. 


Candy of the National Confection- 
ers’ Association, the NCA division 
operating in the vast and vitally im- 
portant field of public relations. As 
manufacturing “know-how” has in- 
creased, as war-inflated sales have 
soared, there has been a steady in- 
crease in appreciation of the point 
that something must be done, at 
once, to guard the industry against 
a sudden drop in public demand for 
candy. 

The Council on Candy’s program 
is the trade’s answer. 

Beginning in late 1942, the Coun- 
cil on Candy has conducted a vigor- 
ous crusade to raise the stature of 
candy in the minds of the public. 
Washington officials and the trade 
itself, and to persuade consumers 
to “take a modern look at candy... 
as a food.” Radio, paid advertising 
and many forms of publicity have 
been utilized to deliver the message. 
to the end that even while candy 
has been scarce, the public’s love 
for candy as a confection and knowl- 
edge of candy’s food value should 
not diminish. 

At present time, some 80% of the 
Council’s annual budget of $500,000 
is going into four-color pages in 
such media as Life, the Saturday 
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EXCHANGE ORANGE OIL 






vor in your products than any other 
orange oil. 





First in America for 


Orange Flavor Because it’s made only of fruit from the 
Give it all your tests for quality, uni- “Sunkist” groves of California...in the 
formity, and strength. The results speak largest orange products plant in the 
for themselves! You’ll find Exchange world...accepted and reordered by men 
Oil of Orange puts more real orange fla- and women who know orange flavor. 













Copyright, 1945, California Fruit Growers Exchange, Products Dept. 






Distributed in the United States exclusively by 


DODGE & OLCOTT COMPANY 


180 Varick Street, New York, N.Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York, N.Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF, 


Producing Plant: 
THE EXCHANGE ORANGE PRODUCTS CO., ONTARIO, CALIF. 
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Looking for equipment that’s 


TOUGH...Yer CLEANS LIKE CLASS ? 








STAINLESS 





@ Yes, stainless steel is the one equipment mate- 
rial that cleans like glass and, at the same time, 
withstands rough use, abuse and severe service. 


But don’t take our word alone! 


Talk to your business acquaintances who already 
are using stainless steel equipment. Let them tell 
you about the profitable, money-saving advan- 
tages of using stainless steel for kettles, tanks, 
mixers, tables, trays and similar applications in 
confection manufacturing operations. 


Ask them about the various ways in which stain- 
less steel cuts maintenance and replacement 
costs .. . about the smooth surface which gives 
lifelong protection against rust and corrosion, 
and which visibly impresses both workers and 
visitors with its sparkling, sanitary appearance. 


STEEL 


Quick, thorough cleaning of large kettles 
and other equipment is one of the reasons 
for the wide use of ENDURO Stainless 
Steel throughout the confectionery industry 





See if they don’t agree that a simple washing 
usually restores the bright, clean surface in a 
hurry, while greasy, sticky substances come off 
quickly, easily and safely with standard cleaning 
compounds. 


Above all, remember this: There is no finer stain- 
less steel than Republic ENDURO—made by the 
world’s foremost producer of stainless and 
alloy steels. 


Plan now to install ENDURO equipment as soon 
as it again becomes available. For complete 
details see your equipment manufacturer or 
write directly to: 


REPUBLIC STEEL CORPORATION 


Alloy Steel Division « Massillon, Ohio 
GENERAL OFFICES « CLEVELAND 1, OHIO 
Export Department: Chrysler Building, New York 17, N. Y. 


ENDURO STAINLESS STEEL 


«. U.S. Pat. OF 
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Evening Post, etc., plus black-and- 
white pages in numerous technical 
journals circulated in the schools 
and to the medical and nursing pro- 
fession. Coupons printed in conjunc- 
tion with this specialized advertising, 
bring in requests for booklets and 
advertisement reprints which further 
tell the story of candy’s place in good 
nutrition. 





S. H. Cady, Council on Candy. NCA 


In addition, Council funds finance 
a steady stream of favorable news 
stories on candy, sent to newspaper 
and magazine editors, and under- 
write the research work being car- 
ried on at the United States De- 
partment of Agriculture’s Southern 
Regional Laboratory at New Orleans 
under the sponsorship of NCA’s Re- 
search Committee. Plans have been 
completed for the employment of a 
nutritionist who will maintain per- 
sonal contact with leaders in this 


field. 


Economists agree that the postwar 
period will witness a fight for the 
consumer's dollar the like of which 
this nation has never seen, even in 
the bitterly competitive markets 
which have existed in the past. Not 
only will individual firms be pitted 
against their competitors, but indus- 
try will be arrayed against industry 
in the race for dominant position. 
In this battle, the confectionery trade 
is counting on the Council on Candy 
to ably represent all branches of the 
candy industry. 


Postwar Planning Activities 


While the Council on Candy en- 
ergetically builds for a greater post- 
war market for candy the NCA Post- 
war Planning Committee directs its 
efforts in behalf of improved manu- 
facturing and production methods. 
employment policies, merchandising 
and distribution methods so that the 
product will reach the postwar con- 
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sumer in a truly delicious and whole- 
some state. 

To date, two studies have been 
published in pamphlet form and 
distributed to members of the in- 
dustry. The subject of employer- 
employee relationships which indus- 
trial relations authorities state is be- 
coming an increasingly important 
topic of management discussion, was 
presented in the pamphlet “Human 
Relations in the Postwar Confection- 
ery Plant.” Pointers on building a 
strong and aggressive postwar sales 
force were given in “Sales and Sales- 
men’s Training for Postwar,” the 
second of the Postwar Statements. 
The next to be made ready for dis- 
tribution to the industry is a pam- 
phlet on the timely topic of “Reem- 
ployment of Returning Veterans.” 

Sanitation, a subject of vital im- 
portance to every food professing 
organization, is now up for investi- 
gation on the committee’s slate. Im- 
petus to the formation of a candy 
industry plant sanitation program 
was given recently at an enthusiastic 
meeting of candy plant personnel 
on this very subject. 

In the words of the committee, 
“these materials and suggestions do 
not pretend to offer a cure-all for 
all postwar industry ills. Rather, the 
intent of the committee has been to 
stimulate through thought-provoking 
discussion of postwar problems spe- 
cifically affecting the industry, the 
development and growth of indivi- 
dual: company programs within cer- 
tain fields.” 

Distribution—the channels through 
which the product is placed in hands 
of the consumer—was considered so 
vitally important in successful post- 
war operation that upon the recom- 
mendation of the Postwar committee 
a special group was appointed to 
guide an investigation in this field. 
An independent management orga- 
nization was retained to survey 
manufacturer-jobber relationships in 
a typical area and the results of this 


The Council on 
Candy has offices 
directly across the 
hall from the NCA 
general office. Three 
of the girls busy 
getting out addi- 
tional literature on 
candy as a food. 





study, it is believed, will prove valu- 
able in the planning of postwar dis- 
tribution set-ups. 

Through committees and staff, con- 
tacts with Washington are main- 
tained. Every attempt is made to 
present a true picture of the indus- 
try and its views through personal 
contact, informative folders and 
memoranda. 

An association policy which has 
proven worthwhile is that of inviting 
government officials to participate in 
local and national meetings when- 
ever possible. During the past year 
representatives of major government 
agencies such as WFA, OPA, WMC, 
WLB and Departments of Commerce 
and Agriculture have attended NCA 
conferences. Through these contacts 
members have secured a much clear- 
er picture of the whole framework 
of government regulations. 


Searching For New Ingredients 


In September, 1943, a group of 
industry representatives met to draw 
up final plans for the establishment 
of a research program, to be con- 
ducted in cooperation with the De- 
partment of Agriculture, the results 
of which would benefit the candy 
and agricultural industry as well as 
the candy consumer. Today the 
NCA Research Project has proven 
itself of importance to the indus- 
trys progress. 

After this meeting, actual organi- 
zation of the project began. Equip- 
ment was set up at the U. S. De- 
partment of Agriculture Laboratory 
at New Orleans where the research 
work is conducted. On November 
22nd the first batch of candy—hand 
roll creams incorporating cottonseed 
flour—were mailed from the labora- 
tory to the NCA office for taste test- 
ing by Members of the NCA Re- 
search Committee. 

Since that date a total of 109 
different experimental pieces in 17 
series have been made and judged 
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as to quality. “Pieces that were fair 
or better,” states the third “Research 
on Candy” report issued by the lab- 
oratory,” have been analyzed for vi- 
tamin content and placed in stor- 
age to determine keeping qualities. 
- As wide a variety as possible of agri- 
cultura! products were tried in these 





Thomas Ryan, Executive Assistant. NCA 


experiments to explore the possibil- 
ities of materials representing a con- 
siderable range of properties for suit- 
ability for incorporation in candies, 

“The range of ingredients with 
which work has been done to date 
is represented by the following list 
of products employed, each in sev- 
eral types of candy pieces: cotton- 
seed flour, wheat hearts, refined 
soya, peanut meal, rice polishings, 
coconut flesh, edible casein, sun- 
flower seed meal, cranberries, peach 
puree and citrus juice concentrates. 
These materials all chosen because 
of relatively high contents of pro- 
tein or fat, or vitamins, or min- 
erals, or combinations of these de- 
sirable nutritional elements. Each 
represented a special study with res- 
pect to its adaptability for use in 
caramels, fudges, nougats, creams, 
hard candies or other types for which 
it appeared to be suitable.” Promis- 
ing results have been obtained and 
further developments are indicated 
along some lines. 

Consumer tests made at two an- 
nual Food Press luncheons—June, 
1944 and April, 1945—in New York 
indicate that the reaction of nutri- 
tionists and home economists to the 
candy research program is positive 
and the first taste-testing results in 
this group were most favorable. One 
nutritionist labeled this activity of 
the association as one of the “most 
progressive steps in its history.” 

Today, the association has a pat- 
tern for getting out information to 
members which has received favor- 
able comment from many sources 
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including other trade groups. Under 
the title of Informational Services, 
NCA lists five different types of bul- 
letins which it mails to its members. 

Over 62 News Bulletins alone were 
issued last year. This type of bulle- 
tin covers information with special 
emphasis on government regulations 
(digests and copies of OPA Pricing 
and Rationing Orders. War Food 
Administration orders, etc.) as they 
affect the candy industry. The Labor 
Relations Bulletin covers government 
regulations (War Manpower, War 
Labor Board Orders, etc.) pertain- 
ing to employer-employee relations 
and data pertaining to current labor 
rates. 

Food and Drug Bulletins review 
developments and regulations and 
keep members informed of the ac- 
tions of the Food and Drug Admin- 
istration covering labeling require- 
ments, etc. Proposed legislation. 
both state and federal, which might 
affect the candy industry is reviewed 
in the Legislative Bulletin with a 
plan of action outlined for present- 
ing the views of the industry. The 
NCA Bulletin, issued monthly, cov- 
ers each month’s activities in the con- 
fectionery and related industries. 

‘ 
Trade Mark Service 

Do you want to christen a new 
product? Better check the name 
first with the NCA Trade Mark di- 
vision. 

More than 40,000 names, regis- 
tered and unregistered, are main- 
tained in card files at NCA head- 
quarters. Members looking for a 
product name for a new “baby” may 
have such name checked against the 
names on file. 

A bulletin setting forth all appli- 
cation for registration of confection- 
ery and related products trade marks 
which have been filed with the U. 
S. Patent Office is issued every three 
weeks. This service enables mem- 
bers to have knowledge of intended 


A view of the NCA 
general offices at 1 
N. LaSalle Street. 
Chicago. The NCA 
offices are a con- 
stant hive of activity. 


use of names that might be in con- 
flict with their own trade marks. 
Credit Service 

NCA maintains a monthly service 
which furnishes an exchange of 
credit information among members. 
Each month candy manufacturers re- 
port past due accounts and other in- 
formation regarding credit of their 
customers which is summarized in a 
bulletin. These bulletins are then 
sent only to members who partici- 
pate in the service and enable them 
to determine to some extent how 
much credit should be extended to 
certain customers. 

Statistical Service 

The urgent need of statistical in- 
formation by members is evidenced 
by the numerous local and long dis- 
tance calls received by the NCA staff. 
In most of the cases, the association 
files yield the information readily. 
In order to answer some complex 
requests special research is done. 
Valuable in this particular phase of 
association service is the “Confec- 
tionery Sales and Distribution” an- 
alysis issued on a monthly and an- 
nual basis through the Department 
of Commerce. Various other statis- 
tics are also compiled through NCA 
headquarters. 

Little did they think—those 23 
companies who affixed their names 
to the constitution of NCA in 1884— 
that from that small beginning the 
present association would grow. The 
majority of them, perhaps, saw 
ahead no further than successfully 
vanquishing the adulterant scourge. 
but the spirit that has characterized 
the attitude of the candy men of the 
present generation in face of war- 
born difficulties is akin to that of the 
founders of the association. After a 
few years of NCA’s existence, indus- 
try leaders were certain of the value 
and need for united action and pre- 
pared for the continuation of NCA 
which, designed originally to render 
one service, today renders many. 
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In recent years, the Confectionery Indus- 
try has made great strides in improving 
the color, flavor and appearance of its 
products. The House of H. KOHN- 
STAMM & COMPANY, Inc. is proud to 
have played a part in this field of science. 
The laboratories of H. KOHNSTAMM & 
COMPANY, Inc. have contributed great- 
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ly to this progress by means of its ex 
haustive research work and constant 
practical testing. These laboratories are 
long established and modern, and are 
staffed by Chemists who are specialists in 
the Confectionery Field. 


The services of these Kohnstamm labora- 
tories and technicians are always at your 
command—without obligation. We offer 
expert help and guidance on your Con- 
fectionery problems. 


NEW , 
. cHICAGO-! 
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FIRST PRODUCERS OF CERTIFIED COLORS 
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ARC. Founded Through Necessity 
Continues as Service to Members 


As part of the program of presenting a well-rounded picture of association 
activity in the May issue of The Manufacturing Confectioner, we are glad 
to acknowledge the helpful cooperation of Mr. Wm. D. Blatner, secretary 
of the A.R.C. in helping us prepare the following material. 


A gavel hit a table in Cincinnati, Ohio, in the year 

1916. A meeting was called to order. Thus, the 
first gathering of retail candy manufacturers came to- 
gether to form the Associated Retail Confectioners of 
the United States. 

All of this came to pass one year before the United 
States declared war on Germany in the first World War. 
The A.R.C. was founded “to band together” in a cen- 
tralized organization, outstanding manufacturing retail 
confectioners from the various states of the Union, (a) 
for their mutual protection against the attempted in- 
roads of other industries who seek to absorb the con- 
fectioner’s share of the consumer's dollar; against the 
encroachment of hostile and restrictive legislation, local, 
state and national; (b) for the improvement and further 
development of their business in its various departments 
and (c) for the favorable maintaining of their industry 
in the public eye. 

Those who helped found this organization were: 

Ellwood B. Chapman, Stephen F. Whitman & Son, Inc., 
Philadelphia; Chester A. Asher, Philadelphia; Charles 
Mullane, Cincinnati, O.; Mrs. Ora H. Snyder, Mrs. 
Snyder’s Home Made Candies, Chicago; Fred Sanders, 
Detroit, Mich.; and Conrad Spoehr, Spoehr’s, Chicago. 


Founded As Economic Necessity 

The A.R.C. was founded out of economic necessity 
and has continued through the desire to be mutually 
helpful among members. An executive office is main- 
tained at Chicago, and annual conventions as well as 
special meetings are held to get together and discuss 
problems of this branch of the confectionery industry. 
The A.R.C. has done an invaluable service for the con- 
fectionery industry with its fight against unfair candy 
tax legislation and excise taxes. 

During the period of the NRA, the association was 
constantly represented at Washington. The Retail branch 
of the industry was not placed under any specific NRA 
code at that time. The Association has cooperated with 
the Federal Food and Drug commission and has pre- 
sented its views on various limitations. The Association 
helped to modify the labeling rules, although it heartily 
endorses all sanitation programs among its plants and in 
general favors the lederal Food and Drug Act. 

The members of the A.R.C. are constantly working to 
improve sanitation conditions in its member plants, in 
its retail outlets and among its employees. 

As Mr. Wm. D. Blatner, secretary of the association, 
pointed out, the Retail Manufacturer is especially selling 
“eye” and “taste” appeal, therefore, the group constantly 
stresses the need for properly groomed clerks. clean and 
inviting store interiors, unusually and attractive window 
displays and clean plants. 

The A.R.C. is unique in that it is the first organization 
to introduce vocal forms of discussion at its annual clinics 
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in which samples of products manufactured by members 
are submitted and discussed and criticized. This phase 
of the activity has remained one of the most important 
and popular throughout the years. 

For more than 20 years, the annual business of the 
A.R.C. has culminated in a convention, but this year, 


Mr. Elmer Wieda. president 

of the Associated Retailers 

Association. He is president 

of Weida’s Inc., Patterson, 
New Jersey. 





because of war conditions and the government ban on 
large meetings, there will be no general meeting. 

The purpose of these yearly meetings has been to dis- 
cuss and, if possible. solve some of the acute problems 
of business that have developed during the year: to thresh 
out, in an open forum, questions that have been sub- 
mitted to the convention clinic for solution; to exhibit 
outstanding lines of merchandise from the various mem- 
bers of the industry; and to present, through the persons 
of leaders in each field, the latest and most authoritative 
information about the inherent merchandising, manufac- 
turing, and management practices of the manufacturing 
retail confectioner. 

Examples of the type of discussion are seen in these 
recent convention talks: 

Accounting for the Retail Confectioner; Formulas for 
the Confectioner; Packaging; Employe Training; Air- 
conditioning for the Confectioner; and The Social Se- 
curity Act and Its Implications for the Confectioner. 


Merchandising Council Maintained 


Competent, experienced merchandising counsel is main- 
tained in the Chicago headquarters for advice and guid- 
ance on problems affecting the advertising. merchandis- 
ing and promotional phases of the business of the manu- 
facturing retail confectioner. 


This service is continuously available to the membership. 

From the Chicago headquarters comes the monthly 
“Bulletin”, carrying not only timely merchandising sug- 
gestions, but also the latest news from local, national, 
and sectional lawmaking bodies, as well as general in- 
formation about the industry. 

A few examples will illustrate: 

“A Review of the ‘“Robinson-Patman’ Act:” “The 20% 
Candy Sales Tax in Kentucky”; “Publicity, Window- 
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WAR PLANS? 


Do you plan a plant expansion or produc- 
tion expansion program during the post-war 
years? If you are making plans along these 
lines you will want to consider SAVAGE 
equipment. Although we can’t give you any 
new equipment now, we will be happy to work 
with you when total victory is won and raw 
materials for machinery manufacture are once 
more released. 


SAVAGE is backing up our fighting men by maintaining the 
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The size of your operations will not matter 
to SAVAGE BROS. Equipment has been or 
will be designed to fit all types of production 
needs. However, our immediate goal is to 
keep the candy rolling off the production lines 
by keeping SAVAGE equipment in repair for 
you. Our fighting men will continue to de- 


mand more and more candy. 
od 


equipment, which carries the SAVAGE name, in tip-top condition BACK 
so that the manufacture of “Candy, the fighting food”, is not slowed 

down. SAVAGE maintains a service department, which is ready to THE 
help you keep your SAVAGE equipment running. Our equipment 

is built to take hard wear. Get lonver service from these machines ATTACK 
by keeping them in constant repair. There’s hardly a plant in the 

industry which does not have some piece of SAVAGE equipment, Buy 
giving faithful and efficient service. War Bonds 

















* 
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Since 1855 


SAVAGE has given almost a century of service to manufacturing confection- 
ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 












Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


CHICAGO, ILLINOIS 
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aA Areal Day 
COMING/ 


-E DAY will bring big changes! 
A Military Peace—but not a Busi- 
ness Peace! 


Many manufacturers, with war-expanded 
production facilities, must quickly re- 
align their sights on sectors of the Home 


Market! 
That will start a Sales Invasion! 


Pickrell & Craig Company offers you a 
market of 6 Million population, ready- 
to-hand. A prosperous area in which our 
Staff knows the Sales Channels intimate- 
ly through years of close caoperation 
with its Wholesale and Retail outlets. 
We can build your lines into volume 


. . = . . . . ille Ky. 
guickly to eushi h ‘ aaa Main Office and Warehouse, Louisville, 
tees eee ae ot fee Centrally loeated. Capacity 400 carloads. 
Streamlined facilities. Unexcelled track- 
age facilities. Lowest insurance rates. 


tion! 


Let’s Plan and Chart this Sales Invasion 
NOW! 





WRITE TODAY FOR PARTICULARS TO FIT INTO YOUR POSTWAR PLANS. 
BE READY TO GO IN THIS AREA WHEN THE “STARTING GATE IS SPRUNG!" 


PICKRELL & CRAIG CO. 


Established 1902—Incorporated 1910 


SAMUEL McDONALD 

=e = BROKERS ‘“Si= 
LAWRENCE K. TULEY gr ais a 
Vice President ice President 


LOUISVILLE LEXINGTON 
Gateway to the South MIDDLESBORO Heart of the Bluegrass 
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WHEN JELLIES 
ARE MADE WITH 


Cast jellies made with Veg-A-Loid won't take starch—save time and work 
hy coming out of the brushes completely clean and staying that way! They 
won't sweat, even with 5% excess moisture, thus assuring a high quality. 


better tasting product. 


Add to this fact, Veg-A-Loid’s other superior production features that elim- 
inate hot room drying—prohibit jamming or setting—permit bulk produc- 
tion up to 3000 pounds in one uniform cook. You have a superb, unbeatable 
candy ingredient that saves time and money; consistently improves product 


taste and quality. 


Test a free sample of versatile Veg-A-Loid in your plant. Write today for 
Sample Recipe M and consult our cooperative Service Department for 


information or assistance on any production problem. 


J. Ht. Angeuneter «Co. 


MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 
245 Secoenth lh wesette, Aew York, N.Y. 
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Display and Promotional Stunts from Denver, Columbus, 
Chicago, Bangor, Cambridge, Springfield, Buffalo, St. 
Louis”; “Letters from the Trade”; “Stories of Success” ; 
“Business Trends in Various Districts”; “Letters from 
Our President”; “New Packages”; “Destructive Com- 
petition”; “Advertising by Letters”; “Monthly Merchan- 
dising Calendar”; etc. 

Membership in the A.R.C. is by invitation only. Its 
meetings are closed to all except members to insure a 
freer discussion of mutual problems of no interest to 
anyone excepting members. All of the members repre- 
sent outstanding retail manufacturers from coast to coast 
with a representation of 1000 or more stores by 120 active 
members and 50 members from the allied trades. These 
men and women are all well acquainted with each other 
and work together in harmony as a result. 

The A.R.C. offers protection against unwarranted regu- 
lations and interference by bureaucratic governmental 
agencies and against unfair trade practices and encroach- 
ing competitive industries. 

It denies the benefits of membership to confectioners 
who fail to maintain the quality of merchandise and the 
standards of service supported by the wide-awake, pro- 
gressive and honest members of the industry. The A.R.C. 
is a potent factor in raising the manufacturing retail con- 
fectionery industry from one of the minor industries to 
an increasingly important position among the industries 
of America. 

Superior merchandise, purity of ingredients, honest 
weight, wholesome working conditions for employees- 
these are planks in the A.R.C. platform. 

The A.R.C. has vigorously and successfully opposed 
unfair practices, as for example, the sale of candy by 
manufacturers and jobbers, to consumers at wholesale 
prices. It was the pioneer and still is one of the leading 
organizations in the educational publicising of the food 
value of candy. It offers 100% cooperation with the 
N.C.A. Council on Candy as Food in the War Effort pro- 
gram and its members have subscribed substantial sums 
to the Council Fund. 

Special day merchandising has long been one of the 
important functions of the A.R.C. It strongly advocates 
the capitalization of special days such as Sweetest Day. 
Mother’s Day, Christmas, and all other holidays. The 
association has placed special emphasis on_ publicity 
pointing out the energy producing qualities of candy. 

Special timely bulletins to members on all matters re- 
quiring special coverage are issued. 

“The A.R.C. was the official voice of the Retail Con- 
fectionery Industry at Washington during the trying 
days of N.I.R.A. Its Code Committee made dozens of 
trips to Washington to confer with officials on Code 
matters; it prepared 21] separate and distinct drafts of 
a Code for the industry and when the last draft was 
turned down by the authorities at Washington, its com- 
mittee stood firm and refused to budge one inch from 
its position, thus saving the industry from going under 
a Code and the payment to some Code Authority of 
thousands of dollars. /f the A.R.C. did nothing else in 
the past 20 years to justify its existence, that one episode 
in the industrial history of America is full justification 
for its existence and continuance as a defense organiza- 
tion against future attempts at unwarranted regulation 
and interference.” 

One of the specialized services offered by the A.R.C.., 
as mentioned before is its legal service. Legal counsel of 
the highest standing is maintained in the Chicago head- 
quarters to provide advice, guidance and protection on 
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Wm. D. Blatner, secretary of the A.R.C., right, presents giant 
candy package to Mr. John Happel, selected as War Worker 
Father of the Year at the 1944 convention. 


ail legal and legislative matters affecting the manufactur- 
ing retail confectionery business. 

Officers of the Associated Retail Confectioners of the 
United States are: 


President, Elmer G. Wieda,* Wieda’s Inc.. Patterson, 
N. J.; First Vice-President, Seymour Neill, Mrs. Snyder's 
Home Made Candies, Chicago; Second Vice-President, 
H. L. Jeffrey, The Maude Muller Candy Co., Cincinnati: 


Secretary and Treasurer, Wm. D. Blatner, Chicago. 


Following V-E and V-E-J Days, it will undoubtedly 
be necessary to go through a process of retraining fac- 
tory help as well as retail store personnel to the idea of 
the maintenance of highest quality in merchandising and 
service. 


The Manufacturing Confectioners of the country will 
face heavy competition after the war and now is the time 
to start preparing for this period. Through their asso- 
ciation, they will be enabled to exchange ideas and plans 
which will be beneficial to all. Money will be plentiful 
and civilians will be hungry for fine candy which has 
heen withheld to considerable extent from them during 
the war. Returning veterans have acquired a taste for 
quality candy and will continue its consumption once 
they are rehabilitated into civilian life. 


New York Candy Club Honors 
Di Giovanna and Diamond 


Frank Di Giovanna and Simon Dimond were the 
guests of honor at a testimonial dinner held at the Park 
Central Hotel on March 15th, New York. Approximately 
one hundred people turned out for the affair. Mr. Di 
Giovanna was commended for the excellent work as Chair- 
man of the Council on Candy as a Food Committee. 
Herman Eitelberg, master of ceremonies for the occasion, 
praised Simon for his leadership of the Sixth War Loan 
Drive Committee. Simon’s committee sold over a million 
dollars in War Bonds. Irv Schaffer also addressed the 
guests. He gave a detailed account of the post-war plans 
of the National Council on Candy as a Food. Among 
the distinguished guests were A. J. Perini of P. Mar- 
garella, Mortimer Singer, Ben Nisroch, Harold Young, 
salesman for the New England Division of Sweets Com- 
pany of America, and many others. 
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Whitson is happy to present the 


Yu Inproved BOY? 


The whipping agent first-choice with candymakers 
is now four ways better! 


| YOU REMEMBER the success you’ve 
had with the former Soyco, then you’ll 
really appreciate this new, cost-cutting, 
uniform-quality, improved Soyco! 
Soyco has been used by leading candy 
manufacturers for years, but this new 
improved Soyco will over-top the quality 





results they’ve had in the past. Compare 
the new improved Soyco with the old 
product. You'll not only find it better, but 
available at no extra cost! 

Constant experimentation has improved 
Soyco these four highly-important ways: 


] The new improved Soyco whips up toa greater increased volume 
* in syrup. Keeps cost down—quality up! 


2 The new improved Soyco has greater stability. The bubble 
* structure is smaller, which makes it about twice as stable as before! 


3 The new improved Soyco is whiter in color, and is practically 
- 


odorless and tasteless! 


4 The new improved Soyco is almost completely non-hygroscopic. 
© This resistance to humidity means far less trouble, far better results! 


If you have ever used this soy-derivative in 
your plant, you can be assured of greater satis- 
faction than ever before by ordering new im- 
proved Soyco now. If you have never used 


Soyco, send today for a test carton direct or 
through your broker. You can prove to your- 
self that the new improved Soyco will give 
you improved and more gratifying results! 





Whitson Products 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue * New York 17, New York 
Canada Distributor: H. Lawton & Co., Toronto 
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National Confectionery Salesmen of America 


he name of this corporation is “National Confec- 

tionery Salesmen’s Association of America”. Its 
principal office and place of business in the State of 
Delaware is to be located in the City of Wilmington, 
County of New Castle. The agent in charge thereof is 
the Corporation Service Company. 

So read the first two articles of the incorporation 
record of the above association. This organization was 
established in 1899 at and incorporated under the laws 
of the State of Delaware in 1912. Its purpose is to pro- 
mote the mutual welfare of, and sociability and good 
fellowship among its members; to act in harmony with 
other associations organized in the interests of the con- 
fectionery business; to protect the interests of all con- 
fectionery salesmen in the U. S., who are members of 
this association, so far as the question of hours of labor. 
compensation, commissions and customs of the trade are 
concerned; to look after its members in collecting and 
reporting information as to possible positions that may 
be open for the employment of its members, and the se- 
curing of special rates at hotels and places of public 
entertainment, etc. 

In other words, the National Confectionery Salesmen’s 
Association is designed to help candy salesmen in any 
of their problems. Membership is open to salesmen, sub- 
ject to restrictions imposed by the corporation charter. 
who sell confectionery, chewing gum, licorice, ice cream 
cones, chocolate, fountain supplies, to the wholesale con- 
fectionery trade, syndicates, chain stores and wholesale 
grocers; and/or who sell confectioners’ machinery, paper 
boxes, or any raw material entering into the manufac- 
ture of candy to the candy manufacturing trade. are 
eligible to membership. 

The association was originally incorporated by the 
three following men: Mr. Edwin S. Clarke, Bellevue. 
Dela.; A. Frank Kalbach, and Fred Cohn, both of Phila- 


delphia. 


The present officers are: President, Chas. J. Beauche- 
min, New York; R. L. Hodges, Vice President, New 
Orleans; Henry H. Michaels, Secretary and Treasurer. 
New York; and D. J. Fitzpatrick, Contact Man, Jamaica, 
N. Y. Members in good standing number 709 as of 
October, 1944 with an additional 39 Social Members. 

There are 11 candy clubs affiliated with the National 
Association: They are: Confectionery Salesmen’s Club 
of Baltimore; Buckeye Candy Club, Ohio; Confectionery 
Salesmen’s Club of Philadelphia; Southern Salesmen’s 
Candy Club; The St. Louis Candy Sales Association, Inc.; 
Empire State Candy Club, New York: Pittsburgh Candy 
Club; Kansas City Candy Club; New York Candy Club: 
Central Pennsylvania Candy Club; and the Boston Con- 
fectionery Salesmen’s Club. 

Twenty-two members of the NCSA are now in the 
Armed Forces. One hundred and fifty-nine members 
belong to the “25 Year Club”. The various members 
clubs have donated freely to the NCA Council on Candy 
fund and have been instrumental in selling several mil- 
lions of dollars worth of United States War Bonds. An- 
nual meetings are held at Wilmington, Delaware and 
special meetings when needed. Strict rules have been 
set up as to the actions of members both in their own 
business of selling and in their contacts and commit- 
ments to the National Association. 

The Secretary’s report says, under Special Notes: “We 
are justly proud of the support Members of N. C. S. A. 
have given to the Council on Candy’s program, to pre- 
sent to the consumer public; our ultimate customer. 
facts about candy, and its function as a delicious ener- 
gizing food. We suggest and recommend your continued 
support. ... 

“Nearly 2,500 contributed to the 1944 fund, the idea 
now is to have everyone in the industry a partner in 
the project, so small as well as large contributions, are 
acceptable, and welcomed. a Mg 





Western Conlectioner 


he Western Confectionery Salesmen’s Association was 
organized 30 years ago to lawfully promote the com- 
mon business interest of its members, and to establish 
and maintain more inti- 
mate relationships _ be- 
tween them. To take 
united action upon all 
matters and things affect- 
ing the welfare of the 
confectionery industry. 
To promote in all prac- 
ticable ways, sanitary 
conditions in the manu- 
facture and sale of con- 
fectionery products and 
to protect all who are 
members of this Associa- 
tion in reference to com- 
Gilbert Lon~. President pensation, commissions. 
and customs of the trade. 
The W. C. S. A. was organized in 1915 and its mem- 
bership has remained active, with over 100 members 
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Nalesmen’s Association 


registering for the 30th annual meeting last December 
when the annual meeting was held in Chicago. The club 
meets the second Monday of every month. 

The Association has a membership totaling 227. with 
84 of these joining the organization during 1944. Among 
the men who became members were outstanding sales 
executives, salesmen and leading brokers from every 
section of the country, East. West, North. South and 
the Middle West. 

Membership is open to citizens of the United States 
who sell confectionery, chewing gum, licorice, chocolate, 
confectioners’ machinery, supplies of any kind or char- 
acter to the manufacturing or jobbing confectionery 
trade or industries closely allied to the confectionery 
trade. 

Present officers of the Association are as follows: 

President, Gilbert J. Long; Ist Vice President, Jos. 
Kenworth; 2nd Vice President, Walter Rau; and Secre- 
tary-Treasurer, Bob Amster. Each year, the Associa- 
tion holds a stag banquet for members and a dinner 
dance for members and their wives as features of the 
annual meeting. 
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There are more than 85 tasty COSMO 
flavors from which you can choose 
to meet your flavoring needs. 

COSMO flavors are favorites with 
the Industry because of their unusual 
strength .. . their distinctive Character 
.-. and their proved Economy. 

lf you haven't already tried the 
famous COSMO line, a trial gallon will 
convince you. Order one today! 


Dodge. Olcott 


COMPANY 
180 VARICK STREET - NEW YORK (4, N. Y. 


Plant and Laboratories: Bayonne, N. J. 


OUIS - LOS ANGELES 








President's Report to Members 


By IRVIN C. SHAFFER 
|B ig 10s our not having the good fortune of being 

classified an essential industry and despite restric- 
tions on materials and manpower and despite many gov- 
ernmantal regulations the average candy manufacturer has 
proven his mettle. To meet each adverse situation and 
to master it showed that the industry can be creative, 
versatile and aggressive. And no small part in this pic- 
ture has been played by the AMCC. 

We now inaugurate the 30th year of our existence. 
In our 30 years we have gained much in experience 
from normal transactions and contacts. In those years 
we have grown from a handful of manufacturers to 


William C. Kimberly, Sec. 
Left: Samuel Fried, New Pres. 





where we number today 138 members (89 active 49 
associates) an increase in the last 2 years alone of 52 
members (32 active 20 associates). 

We have endeavored to formulate our policies so that 
they would be fair and equitable to every member and 
to maintain a quality standard of membership. 

I want to express my particular thanks to Mr. Wm. 
F. Heide and his Publicity Committee for the work 
done on our Radio Program (Dr. Eddy over WOR) 
which has done such effective work in counteracting 
unfavorable publicity on candy. This program was on 
the air for 5 days each week for 65 weeks. 


My thanks to Mr. Chas. Adelson and his Post War 
Planning Committee for their untiring efforts in re- 
search not only on materials but on equipment, which 
is already starting to bear fruit. 

My sincere thanks to Mr. Herman L. Hoops and his 
Executive Committee for their activities. 

Many thanks too, to the Credit Committee, Mr. D. 
M. Michelson of Henry Heide, Inc., Chairman; the 
Traffic Committee, Mr. Wm. Moore, (deceased), Traffic 
Consultant as Chairman; the Membership Committee, Mr. 
Joshua Pariente as Chairman; the Legislative Committee, 
Mr. George LeSauvage, Chairman; and the Labor Com- 
mittee, Sam Fried, Chairman; and to Mr. George D. 
Zahm, our Counsel. 

We have heard much about the post-war candy pic- 
ture. Rumors are afloat about “Miracle factors”, “mys- 
tical” new products, new channels of distribution, etc. 
The surest operation, of course, will be to stick to pro- 
cedures of known and tested values. Of course, there will 
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be new innovations, new methods, etc., but these will 
have to be experimented with, before their true worth 
can be recognized. Only thus can we have progress. 
And, I am sure, your various specialized committees 
will study all phases and in that way give you intelli- 
gent reports on progress. Such is the value of Associa- 
tion Membership. 

Services rendered our industry and our members were 
many. In cooperation with Council on Candy of the 
NCA we solicited $69,216 in New York State and 
Northern New Jersey, which was second in amount only 
to the Illinois area which includes Chicago. In this effort 
we were ably assisted by the New York Candy Club 
and a special committee headed by Mr. Frank di Gio- 
vanna. 

The thoughts of our Association were ably and force- 
fully presented to the National Confectioners Associa- 
tion through your President and Mr. Herman Hoops, 
the directors from this area to the NCA. 


Your officers haye been in constant touch with local 
OPA investigators and enforcement agencies and we 
are happy to report that no unhappy situations have 
arisen in the past 15 months. 

We also had printed and distributed through our 
membership and elsewhere over 2 million brochures en- 
titled: “Candy—Its Place in the Diet” and “Candy 
Fights Too.” 

We have recently had published a Roster of Mem- 
bers. While we have had this in mind for some time, 
its printing was always being delayed because of the 
addition of new members. We think it will serve a 
splendid service and while it is our maiden effort, we 
feel certain that later editions will be greatly improved. 

And we also rendered services to our Government. 
In the 5th and 6th War Loan, where your president acted 
as Industry Chairman, the results were so excellent as 
to draw special commendation from the Treasury De- 
partment. 

We did our share in charities. In the Red Cross 
Drives of March 194 and 1945 our industry has given 
so liberally as to greatly exceed assigned quotas. In 
this effort we had the able assistance of Mr. Daniel 
Fitzpatrick and Henry Michaels representing Candy 
Salesmen. In addition there were many others, such 
as the Greater New York Fund, Boy Scouts, Travelers 
Aid Society, United Jewish Appeal, etc.. where our of- 
ficers were used to assist. 

We have tried to outline some of the bigger things 
that were accomplished. We start the vear ahead with 
greater vim and vigor than ever before. The prospects 
of our industry are tremendous. Modernization of our 
plants and methods is a recognized essentiality. The 
candy business, judging from the consumption of candy 
today by our armed forces, war workers and civilian 
population should be tremendous after the war. People 
are eating candy today that were not candy eaters be- 
fore. For some time to come. after peace, our produc- 
tion will have to be greatly increased, in my opinion, 
to take care of the demand. -If the views of competent 
authorities can be accepted and it must be admitted 
that no living soul can accurately foretell the future, 
the candy manufacturer is seemingly facing the best 
years in the history of the Association. And the Asso- 
eiation will most certainly be a helping factor. 
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By Better Processing Methods 
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New England Confectionery Association 
Grows from “Spontaneous Group” 


"Te New England Manufacturing Confectioners’ Asso- 
ciation was established as a Massachusetts corpora- 
tion in September, 1917. It was the result of a rather 
spontaneous group movement in which credit should 
be given particularly to N. E. Covel. This group saw the 
necessity for concerted action, owing to the exigency 
of the times, and there 
was no difficulty in estab- 
lishing the Association 
which at the beginning 
had about 49 members. 

On the charter of the 
Association as issued by 
the state are the names 
of Walter H. Belcher. 
James S. Bell, George E. 
Close, N. Edwin Covel. 
Harry B. Duane, John G. 
Rote, George F. Schrafft. 
These men were chosen 
as the first Board of Di- 
rectors, with Mr. Belcher, 
president; Mr. Close, 
vice president; Mr. Rote. 
treasurer, and Mr. Covel. 
clerk. For the first three 
years the same officers continued, with the exception 
that Mr. Schrafft became vice president in 1918 in place 
of Mr. Close, deceased. 





Mr, Harold H. Sprague 


The early efforts of the Association were very much 
involved with questions arising out of World War I— 
the allotment and use of sugar—the use of fuel—the 
volume of service orders for Army and Navy, and nat- 
urally the Association was of great help to its members. 

From the standpoint of personnel in officers of the 
Association the Presidents in order have been Walter 
H. Belcher, George F. Schrafft, William S. Cox, Horace 
S. Ridley, George H. Bunton, Alton L. Miller, Edwin F- 
Gibbs, Deane M. Freeman, Harry R. Chapman, John M. 
Gleason, Henry E. Fisher, Bradford C. Edmands, William 
H. Vogler and Harold H. Sprague, who is in office at 
the present time. The Directors have always been repre- 
sentative of the different factors in the membership. 

Members of this Association have held numerous im- 


portant offices in the National Confectioners’ Association, 
including three as Presi- 
dent. Most of the mem- 
ber houses of this Asso- 
ciation also belong to the 
National Confection- 
ers’ Association. 

Other activities, large- 
ly done by the Managing 
Director in conjunction 
with committees, are 
those of Traffic, Legisla- 
tion, Taxes, Publicity, 
Sales Reporting Service 
and many others. some 
of which had to be dis- 
continued due to the 
heavy burden of govern- 
ment regulation since the 
War. They will be rein- 
stated as soon as condi- 
tions permit. 





Mr. Watler R. Guild 


Information is being continually sought from the As- 
sociation on subjects having to do with manufacturers’ 
prices, minimum wage requirements, trade marks, place- 
ment of employees and a host of other questions that 
arise in the course of a year’s business. The office also 
has close contact with the Massachusetts Board of Con- 
ciliation and Arbitration and with the Massachusetts 


— Wage Commission, all for the benefit of mem- 
ers. 


The Association has also obtained favorable publicity 
for the industry and its members through educational 
activities and speaking engagements before civic groups. 

The many critical problems which vitally affect the 
candy industry, arising out of World War II have given 
new emphasis to the activities of the Association. 


The present officers of the New England Manufactur- 
ing Confectioners’ Association are: Harold H. Sprague. 
President; Richard D. Muzzy, Vice President; William 
C. Seaton, Treasurer; Henry J. Sharaf, Clerk; William 
H. Vogler, K. P. Miner, A. A. Gruhn, Directors. Walter 


R. Guild is Managing Director of the Association. 





Southern Wholesale 


One of the leading sectional associations in the 
candy industry is the Southern Wholesale Confec- 
tioners Association which is constantly on guard to 
protect the confectionery jobbers of the South in all 
matters pertaining to business operations and, there- 
fore, to help in general, jobbers elsewhere, too. 

For instance, 12 prominent members of the 
S.W.C.A. have been selected for membership on the 
important “Committee on National Affairs, of the 
United States Chamber of Commerce. The S.W.C.A. 
has designed and presented War Effort Awards 
through its War Effort Committee to recognize those 
Southern wholesalers who are doing an outstanding 





Confectioner’s Association 


that to allow candy manufacturers to “pass along” a 
part of their freight costs to the Southern jobbers. 
They have been active in all NCA programs and 
contribute heavily and willingly to the Council on 
Candy advertising fund. The S.W.C.A. was a leader 
in the fight against a proposed uniform national 
markup on Wholesale candy. It is “on the spot” 
wherever and whenever there is a need for con- 
centrated, concerted action by the organization. 
Present officers of the S.W.C.A. are: President, 
A. R. Liddell; 1st Vice-President, Frank P. Corso; 
2nd Vice-President, Evans George; and Secretary- 
Treasurer, C. M. McMillan (Mr. McMillian has been 





job in promoting the war effort. 
This association. has been active in such moves as 


page 32 


C. M. McMillian 


in this post since 1930. He also edits the Associa- 
tion magazine, The Southern Candy Jobber.) 
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SUGAR HANDLING CUT TO 


THREE QUICK STEPS! 



















o 
aa | : 

. DELIVERY — The correct 
type of Flo-Sweet to meet 
your requirements is delivered 
to your plant by tank truck 
or tank car and pumped into 
storage tanks. There is no 








manual handling whatsoever. 
The pipeline connection can 
be at any convenient traffic- 
free point. 





rd STORAGE—Flo-Sweet is held 
until needed in specially constructed 
storage tanks. These tanks can be 
located in an out-of-the-way corner 
of your plant, thus saving valuable 
space now being used for bagged 
sugar storage. 






2. By substituting 3 quick mechanical steps for 
10 slow, costly manual operations, Flo-Sweet 
@ Liquid Sugar streamlines factory production, 
saves money and assures cleanliness. Why not 
carefully investigate Flo-Sweet’s many advan- 
7 _ tages in anticipation of postwar improvements 


in YOUR plant. 


5. Take up valuable space 


NOT THIS. 







3. PROCESSING — Flo-Sweet 
goes into process quickly, at the 
turn of a valve. In most cases the 
savings that result from using 
Flo-Sweet pay for the installation 
in 9 months or less. A Flo-Sweet 
Liquid Sugar system can be in- 
stalled and put into use without 
interruption to your present fac- 
tory Operation, 


FLO-SWEET 


(TRADEMARK) 


LIQUID SUGAR 


A product of REFINED SYRUPS & SUGARS, INC., Yonkers 1, N. Y. 
ORIGINATORS AND REFINERS OF LIQUID SUGAR 


x 9. Sugor melted if necessary 
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Philadelphia Association Grew 
From “Need to Talk Things Over” 


A Philadelphia confectioner confronted with wartime 
problems wished to “talk things over” regarding 
sugar shortages and the other problems confronting the 
industry because World War I presented great problems 
to the confectioners. The late Mart Hesch, a confectioner 
at 3346 Germantown Avenue, Philadelphia, felt the need 
for organizing an association of local confectioners and 
so he called a group of friends over to his establishment 
on July 16, 1918. George Bohne, Jake Haag, Otto 
Schmitz, William Wainman, William Sanders, George See- 
ber, William Schofield, Chester Asher, William Hitchner 
and Ed. Allen came at Mr. Hesch’s invitation forming 
the nucleus of this association. 

At the second meeting, held on July 25th, 14 confec- 
tioners were on hand and the constitution submitted by 
Chester Asher’s Committee was unanimously adopted. 

The first election meeting occurred on September 5, 
1918 and William Wainman was elected president; Al- 
bert A. Lang, vice-president; James R. Walker, secretary- 
treasurer; and Chester A. Asher, Martin J. Hesch, E. B. 
Chapman, William Schofield, William Sanders, Otto 
Schmitz and Eduord Kruse were elected members of the 
executive committee. 

The Association has grown and now membership num- 
bers well over one hundred. Membership is classified as 
Active, Honorary and Associate. The original purpose, 
that of talking things over, has been maintained but 
many other functions have been added to increase the 
value of membership. 

Members have the opportunity of hearing frequent 
talks and demonstrations at the monthly meetings upon 
practical business matters. Questions and answers are 
handled through the medium of a question box. 

Joint advertising benefits the members. The Associa- 
tion has supplied window cards and box inserts free to 
its members. Then at certain times of the year, the Asso- 
ciation appropriates money to be spent in joint adver- 
tising in the Philadelphia papers. The Association takes 
great pride in the fact that their efforts, under the guid- 
ing hand of the late Rudolf Laurent, were responsible 
for making “Mother’s Day” a national candy holiday. 


The Association, realizing that the cost of certain tools 
and appliances for making and selling candy are beyond 
the reach of the independent retailer, has purchased cer- 
tain property which members are entitled to use. 

Through the work of a Committee formed for that 
purpose, the Association is kept informed of all legis- 
lation affecting the confectionery industry, both state and 
national. This Committee has been a great help in such 
matters as new labor laws, unfair tariff rates, and amend- 
ments to the pure food laws, not to mention many others. 

Members receive each month a copy of “Sweet-Meets”, 
a sprightly paper which tells the news of the Philadelphia 
retailers. This paper is edited and written by members 
of the Association. A “Year Book” of the Association is 
supplied without cost to each member at the annual ban- 
quet. Social activities are many, consisting of free par- 
ties, annual banquet and picnic. 

The Association forms a bulwark against organizations 
or individuals who attempt to prey upon the Philadelphia 
retail confectioner. Above all, the Association remains 
an organization where each member may, without sacri- 
ficing his individuality, bring his problems and get the 
advice and help of other confectioners. 

To the buying public, membership in the Retail Con- 
fectioners’ Association is bound to mean quality candies 
and ice cream. To be a member, one must manufacture 
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his own products and the requirements for membership 
demand that the applicant live up to standards of quality 
and purity as the board of directors must pass on each 
application as to meeting those requirements. 

The officers of the Retail Confectioners’ Association of 
Philadelphia, Inc., are: Leo Gall, president; Joseph R. 
Schalleur, first vice president; Joseph Steppacher, second 
vice president; Edward L. Kruse, financial secretary; 
John A. Young, corresponding secretary; Harry L. Young, 
treasurer, and H. C. Nuss, executive secretary. The 
board of directors consist of Emanuel Linder, Chair- 
man; Allan C. Fitzhugh, Frederick Heckman, Carl J. 
Hesch, Charles W. Horton, James A. Levan, Theodore 
Marquetand, Thomas F. Quigley, and Carl: Winchester. 


Chicago Candy Production Club 
Celebrates 15th Birthday 


Fittees years ago, in the year 1930, the Chicago Candy 
Production Club was founded with the intent to make 
itself a nucleus of industrial growth in the candy indus- 
try. “That the Candy Production Club of Chicago will 
in time make itself a factor influencing the-wider spread 
of technical knowledge can scarcely be doubted. Nothing 
could be more logical than that the committee in charge 
of the industry’s Candy Institute should co-operate with 
and utilize such organizations are the Candy Production 
Club in Chicago in starting its project” (The Manufac- 
turing Confectioner, P. 73, Sept., 1930). ~ 

The Candy Production Club, numbering 83 members 
at present, was founded by H. J. Thurber, Harry Hughes, 
F. P. Linneman, J. M. Schneider, Earl R. Allured 
(Founder of The Manufacturing Confectioner), John 
Taylor, John Clark, Walter N. Whitehead. Mr. Schneider 
was elected the Club’s first president; W. N. Whitehead. 
vice-pres.; F. P. Linneman, sec. and H. J. Thurber, treas. 

This statement, (“M.C.” P. 73, Sept., 1930), remains 
as true today as it did back in 1930: 

“No studied campaign for members has ever been 
conducted. Resignations have been relatively few. The 
average attendance at meetings is always high. In more 
ways than one the group possesses the characteristics of 
a fraternity more than those of a club, as the word is 
usually understood.” 

The Club holds several social functions during the 
year, such as the annual St. Valentine Day party for the 
Ladies, its annual golf tournament which is always well 
attended with an average of 200 participating, including 
members and guests. It is annually invited to visit Clin- 
ton, Iowa, to spend a week on the house-boat “The 
Idler”, anchored in the Mississippi River as guests of 
the Clinton Company. The Club contributes generously 
to such charitable organizations as the Red Cross, Com- 
munity Chest, and other local charitable groups. It an- 
nually contributes to and takes part in the entertainment 
of the Orphan’s Automobile Day Association and is a 
strong backer and generous contributor to the Council 
on Candy as Food in the War Effort program of NCA. 

The original meetings were held in the basement of 
the home of Mr. H. J. Thurber, at 2221 Forest View. 
Evanston, Illinois. However, it outgrew the Evanston 
meeting place and at present, normally meets in the Sky 
Room of the Bebster Hotel in Chicago. 

Present officers of the Club are: 

President, George P. Goebel. The Goebel Candy Com- 
pany; Vice President, Frank T. Glenn, Nutrine Candy 
Co.; Secretary, Howard G. Aylesworth, Burrell Belting 
Co.; and Treasurer, John E. Clarke, Lamont-Corliss Co. 
The directors of the Club aree: H. J. Thurber, Thurber 
Brokerage Co.; George Olsen, Corn Products Sales Co.: 
and John E. Clarke, Lamont-Corliss Co. 
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The War Isn't Over Yet! 


Even Though V-E DAY HAS COME!! 








Support 
The 
Fighting 
Tth 
Drive 


Buy 
MORE 
WAR 
BONDS 





























Don’t surrender—I'm a shell in- 
spector from Ohio, and I want first 
hand information on their quality! 


Burrell Belts Have Been Under Fire 
and are Still Helping to Maintain Production 


Despite the optimistic reports coming out of Europe at the present time, there 
is still fighting ahead in that sector as well as a tough and tenacious enemy in the 
Pacific. We doubt if it will be necessary to take as drastic action as indicated above 
to find out how good our equipment is since that has been proven so conclusively 
by our fighting forces. 


But it will take drastic action to lick the Japs and we can't let down now. 
BURRELL desires to continue to cooperate by supplying better belting and helping 
keep that now in use in good condition. Candy has played an important part in this 
war as a “morale” builder and as a symbol of American friendship in countries freed 
in Europe. In the words of the immortal Ernie Pyle. “the G.1.’s correspondent”, 
“The only thing that most soldiers and I have against candy is that we don’t get 
enough of it!” So keep the production lines rolling. And remember . . . 


It Is Profitable to... 
Let BURRELL belting “know-how” and the . . . Ten BURRELL stars help you! 
* CRACK-LESS Glazed Enrober Belting * Feed Table Belts (endless) 
* THIN-TEX CRACK-LESS Glazed Belting * Batch Roller Belts (patented) 
* Innerwoven Conveyor Belting * Caramel Cutter Boards 
* Caramel Cutter Belts * Cold Table Belts endless) 


* White Glazed Enrober Belting (Double texture; Single texture; Aero-weight). 
* Packaging Table Belts (Treated and Untreated) 


BURRELL holds a position of leadership in the belting field because, with the purchase of BURRELL 
belts, you... 


“"BUY PERFORMANCE" 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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Directory of Confectionery Associations 


Questionnaires were sent to confectionery associations to gather ihe infor- 
mation presented in the Directory of Confectionery Associations presented 
below. All associations had an opportunity to be listed in this Directory. 
We wish to thank the officers who responded so heartily in preparation of 
this Directory. The Manufacturing Confectioner will welcome information 
on any association not listed herewith. 


Western Confectioners 
Association, Inc. 
116 New Montgomery Street 
San Francisco 5, Calif. 


Central Pennsylvania Candy 
Salesmen’s Ciuh, Ine. 
708 West 26th Street 
Wilmington 270, Delaware 
President—Thomas H. Barnes 
Vice President—Rutus Cillett 
Secretary—John W. Battis 


Southern Salesmen’s Candy Club 
905 Crescent Avenue 
Atlanta, Georgia 
President—J. Reid Green 
Vice President—M. B. Thornton 
Secretary-Treas.—H, B. Whilhite 


Southern Wholesale 
Confectioners Association 
161 Spring Street 
Atlanta, Georgia 
President—A, R. Liddell 
Ist Vice President—Frank P. Corso 
2nd Vice President—Evans George 
Secretary-Treas—C. M. McMillan 


Associated Retail 
Confectioners of the U. S. 
736 Pure Oil Bldg.. 35 E. 

Drive 
Chicago, Illinois 
President—Elmer Wieda 
Ist Vice-President—Seymour Neill 
2nd Vice-President—H. L. Jeffery, Jr 
Secretary-Treas.—Wim, D. Blatner 


Wacker 


Candy Production 

Club of Chicago 
4602 Grove Street 
Skokie, Illinois 
President—George P. Goebel 
Vice President—Frank T. Glenn 
Secretary—Howard G. Aylesworth 
Treasurer—John E. Clarke 


Chicago Candy Club 
8336 Maryland Ave. 
Chicago 19, Illinois 
Presidgent—Adolph Loeb 
Vice President—Victor FElving 
Secretary—Theo. A. Sommer 


Chicago Wholesale 
Confectioners Association 
4941 N. Francisco Avenue 

Chicago 25, Illinois 
Secretary—L. C. Parmon 
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Iitinois Confectionery 
Distributors Association 
33 N. LaSalle Street, Room 2412 
Chicago 2, Iliinois 
Secretary—Philip Fuchs 


National Confectioners’ 
Association 
1 North LaSalle Street 
Chicago, Lllinois 
President—Philip P. Gott 
Ist Vice President—Herman L. Hoops 
2nd Vice President—Charles F. Sculls 
Sec.-Treas.—Arthur L. Stang 


Western Confectionery 
Salesmen Association 
6335 N. Richmond Street 
Chicago, Illinois 
President—Gilbert J. Long 
Ist Vice President—Joseph Kenworth 
2nd Vice President—Walter Rau 
Secretary—Treas.—Bob Amster 


Wholesale & Jobbing 

Confectionery Association 
3916 Park Avenue 
Brookfield, Illinois 
Secretary—C. A. Buehler 


Falls Cities Wholesale 
Confectionery Association 
3832 River Park Drive 
Louisville 11, Ky. 
President—Earl L. Wolff 
Vice President—Fred J. Kremer 
Secretary-Treas.—Victor R. Frank 


Candy Club of New Orleans 
Box 1460 
New Orleans, Louisiana 
Secretary—Geo. H. Gardiner 


Confectionery Salesmen’s 
Club of Baltimore 
4026 Fairfax Road 
Baltimore, Maryland 
President—Walter Wells 
Vice President—Walter Wintz 
Secretary—Irvin Hosking 


Manufacturing Confectioners 
Association of Baltimore 
429 S. Caton Ave. 
Baltimore, Maryland 
President—R. J. Klotzbaugh 
Vice President.—E. E. Vandora 
Sec.-Treas.—S. Spector 


Maryland Wholesale 
Confectionery Association 
14 East Lombard St. 
Baltimore 2, Maryland 
Harry W. Loock 
Vice President—Bernard Baumilier 


Secretary—]. 


President 


Roger Ozmon 
Treasurer—Edward Holen 

Boston Confectionery 

Salesmen’s Club 
42 Ridgeway Road 
Medford, Mass. 
President—A. J. 
Vice President—Ralph Sauerman 
Secretary—James W. Butler 
Treasurer—W,. S. Collins 


Heyman 


New England 

Confectioners’ Club 
234 Massachusetts 
Cambridge, Mass. 
President—John H. Reddy 
Vice President—John G, Rote 
Secretary—Milton H. Brown 
Treasurer—Fred H. Dow 


Avenue 


New England Manufacturing 
Confectionery Association 
Rm. 612, 80 Federal Street 
Boston 10, Mass. 
President— H. H. Sprague 
Vice President—R. E. Muzzy 
Treasurer—k, P. Miner 
Managing Director—W. R. Guild 
Clerk—A. A. Gruhn 





New England Retail 
Confectioners’ Association 

38 Brattle Street 

Cambridge, Mass. 

President—Fred W. Chase 

Ist Vice President—Perley A. Hil- 

liard 

2nd Vice President—Walter M. Spear 

Secretary—R. A. Bowman 

Treasurer—Leo J. Brennan 
Detroit Candy & Tobacco 
Jobbers Association, Inc. 

921 Fox Theatre Building 

Detroit 1, Michigan 

President—Joseph Bianco 

Vice President—Budd J. Mendel 

Secretary—George J. Severin 

Treasurer—Archie Cherrin 

Executive Secretary—Geo. A. Thon 





Gopher Candy Club 
5333 DuPont Avenue, S. 
Minneapolis, Minn. 
Secretary—Ray Moore 
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, | COCOA EXPORTS FROM 
|~f THE GOLD COAST OF 
AFRICA JUMPED FROM 
SO POUNDS IN 1891 TO 
236,000 TONS IN 1936. 






























SOME PEOPLE FIND 
CHOCOLATE 
INDUCES SLEEP. 
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Minnesota Candy & Tobacco 
Jobbers Association, Inc. 
720 Baker Bldg. 
Minneapolis 2, Minn. 
President—Paul H. Lambert 
Vice President—A, P. Herschler 
Secretary—R. E. Linderman 
Treasurer—Boyd Houser 
Kansas City Candy Club 
323 Brush Creek Blvd. 
Kansas City, Mo, 
President—Fred Wilson 
Vice President—R. G. Anderson 
Secretary-Treas.—]. M. Duggan 
St. Louis Candy 
Sales Association 
4256 Washington St. 
St. Louis, Mo. 
President—Walter Praechter 
Vice President—B. C. Lichty 
Secretary-Treas.—John Sweeder 





Candy Sub-Jobbers & 
Salesmen’s Club of N. J. 
Hotel Plaza 
Jersey City, N. J. 
President—Tobias Feinsilber 


New Jersey Wholesale 
Confectionery Association 
927 Broad Street 
Newark 2, N. J. 
President—Louis Mendelson 





Association of Manufacturers 
of Confectionery & Chocolate 
Rm. 112-A, Hotel Pennsylvania 
33rd Street & 7th Avenue 
New York 1, N. Y. 
President—Samuel D. Fried 
Vice President—Wm. H. Maichle 
Secretary-Treas—Wm. C. Kimberly 


Buffalo Confectioners 
Association 

516 Seventh Street 

Buffalo 14, N. Y. 

President—Geo. Kaiser 

Vice President—Fred Neunder 

Secretary-Treas.—Theo. H, Merckens 
Candy Executives and Associated 
Industries Club, Inc. 

Hotel Bossert 

3rooklyn, N. Y. 

President—Bruce J. McConvey 

Ist Vice President—William Acker- 

man 

2nd Vice President—Charles A. Dillon 

Secretary—Harry G. Wischmann 

Treasurer—William Ackerman 


Confectioners & Ice Cream 
Manufacturers Protective 
Association of the State of 
New York, Ine. 
1720 Stanhope Street 
Brooklyn, N. Y. 
President—George M. Behnke 
Vice President—C. H. Mahn 
Secretary—John J. Gabriel 
Treasurer—Frank Tummel 
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Empire State Candy Club 
229 Cambridge Street 
Syracuse, N. Y. 
Secretary—Frank L. Thomas 
National Association of 
Tobacco Distributors 
200 Fifth Avenue 
New York 10, N. Y. 
President—R. C. Pinney 
Vice President—Claude Harrison 
Secretary—Joseph Kolodny 
Treasurer—J. Renz Edwards 
National Confectionery 
Salesmen’s Association 
340 East 52nd Street 
New York, N. Y. 
President—C. J. Beauchemin 
Vice President—R. L. Hodges 
Sec.eTreas.—Henry H. Michaels 
The New York Candy Club, Ince. 
Park Central Hotel 
New York, N. Y. 
President—Sidney Goldberg 
Vice President—Abe Josephsohn 
Secretary—Moe J]. Simon 
Treasurer—Herman Eitelberg 
Buckeye Candy Club 
of Ohio, Inc. 
2377 N. Fourth St. 
Columbus, Ohio 
President—Walter G. Williams 
Vice President—John Stanley 
Secretary-Treas.—Chas. J. Peck 
Cincinnati Candy 
Jobbers Association 
235 West Court Street 
Cincinnati, Ohio 
Secretary—Chas. E. Schneider 
Anthracite Confectionery 
Jobbers’ Club, Ine. 
1744 West End Avenue 
Pottsville, Pa. 
Secretary—Joseph Olshan 
Confectionery Salesmen’s 
Club of Philadelphia, Inc. 
1419 Poplar Street 
Philadelphia, Pa. 
President—David Sykes 
Vice President—Edward A. Turner 
Secretary—Frank Wokoun 





Pennsylvania Confectioners’ 
Association 
P. O. Box 58 
Lancaster, Pa. 
President—John Henry 
Vice President—C. R. Kroekel 
Secretary—H. A. Winterknight, Jr. 


Philadelphia Association of 
Manufacturers of Confectionery 
& Chocolate 
107 Race Street 
Philadelphia 36, Pa. 
President—Samuel K. Blumenthal 
Vice President—John Henry 
Sec.-Treas.—Joseph G. Seemiller 





Pittsburgh Candy Club 
5854 Alderson Street 
Pittsburgh 17, Pa. 
President—W. C. Scott 
Vice President-—E. L. Sanders 
Secretary-Treas.—D, Jos. Harter 


Retail Confectioners’ Association 


of Philadelphia, Inc. 





3633 Walnut Street 

Philadelphia, Pa. 

President—Leo Gall 

Ist Vice President—Jos. R. Schalieur 
2nd Vice President—Jos. Steppacher 
Secretary—H. C. Nuss 


Treasurer—Harry L. Young 


Wholesale Confectioners 
Association of Metropolitan 
Philadelphia 


Benjamin Franklin Hotel 
Philadelphia, Pa. 
President—John Casani 

Vice President—Jos. A. Murphy 
Secretary—Morris Hockman 
Treasurer—Walter Eiseman 





Northwest Candy Club 


5151 Orcas Street 
Seattle, Washington 
President—Howard J, Snow 


Confectionery, Chocolate & 
Cocoa Industry of Canada 


Room 506—137 Wellington St. W. To- 
ronto, Ontario, Canada 

President—James Wardropper 

Vice President—R. W. Ganong 

Secretary-Manager-Treas.—F. T. W. 
Saunders 

Assistant Secretary—Marion Bodley 


Essentiality 


To all members of the Candy Indus- 
try and all Associations: 

You are vitally affected by the deci- 
sions of numerous wartime government 
agencies. During the war emergency, 
numerous government agencies have 
the responsibility of making decisions 
which vitally affect the confectionery 
industry and its individual members. 
Included in this category are the War 
Food Administration, War Manpower 
Commission, War Production Board, 
numerous branches of the Army and 
Navy and Selective Service, etc. The 
decisions made by the top men in each 
of these many agencies are usually 
based on recommendations of others 
and often the interpretations made by 
regional and district boards are vital 
to your operations. Your constant co- 
operation with your National Associa- 
tion is vital at all times. 
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Are you asking yourself these questions? 


How can production schedules eliminate "graying" and obtain 
be maintained regardless proper luster on chocolates? 


of season? 
What can be done to obtain 


What's a sure way of attaining gloss and avoid tackiness 
and holding desired color, in hard candies? 


luster, smoothness and 
firmness? How can the full quality of 


candies be retained during 
How can I satisfactorily packaging and storage? 








PUT your air conditioning, 
refrigerating and unit heating 
problems up to Carrier! Deperd 
upon this oldest, most experienced 
air conditioning organization to 
know your problems and how to al 

solve them. Carrier's many arrier 
wartime responsibilities have 


resulted in important new ——_ 


developments for peacetime 


installations. Come to Carrier AIR CONDITIONING © REFRIGERATION 
with your post-war needs! 


Write fully today. INDUSTRIAL HEATING 
Carrier Corporation, Syracuse, N. Y. | 
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| compliance with the ODT policy, 
the National Confectioners’ Asso- 
ciation held special one-day local 
meetings in key cities as a substitute 
for the annual convention. 

The Council on Candy of the NCA 
opened its campaign for $500,000 
this year to complete the two-year 
$1,000,000 program to build a larger 
post-war market for candy. Meet- 
ings were held early in April: at 
Cleveland, Columbus, Cincinnati, 
and Detroit. Mr. W. C. Dickmeyer, 
Wayne Candies, Ft. Wayne, Ind., di- 
rected the four programs. After these 
meetings, the Council joined with the 
NCA special one-day Eastern meet- 
ings, reserving the evenings for their 
sessions, at Boston, New York and 


Philadelphia. A meeting was held 
by the Council in Pittsburgh on 


April 14th. 

Attendance at the Council meet- 
ings was very good. Speakers at these 
meetings were Mr. Philip P. Gott, 
president of NCA; Mr. S. H. Cady, 
Jr. of the Council on Candy; Mr. W. 
C. Dickmeyer (Ohio and Michigan 
meetings); Mr. Theo. Stempfel, E. 
J. Brach & Sons, Chicago, Council 
chairman; and Mr. Armin Friedman, 
marketing expert of The American 
Weekly, Chicago. Progress made by 
the Council on Candy during the past 
year, and a preview of some of the 
advertising and other activities 
scheduled for the balance of this 
year were interestingly presented by 
the speakers. 

The Boston Conference, under the 
joint sponsorship of the New Eng- 
land Manufacturing Confectioners’ 
Association and the NCA was held 
at the Copley-Plaza Hotel, on April 
17th. The meeting opened with a 
luncheon at which Mr. Gott, presi- 
dent of the NCA spoke on “Current 
Problems.” Mr. Gott predicted more 
severe legislation in store for the 
confectionery industry and urged his 
audience to inform their Representa- 
tives and Senators of their indus- 
trial ptoblems. Candy is linked to 
national economy through purchases 
of raw ingredients from the Ameri- 
can farmers, he said. 

Mr. Gordon P. Peyton, Assistant 
Deputy Director, office of Market- 
ing Services, War Food Administra- 
tion, delivered a timely talk on “The 
Outlook For Materials Today and 
Tomorrow.” In speaking of sugar, 
Mr. Peyton said that the tentative 
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One-Day Local Meetings 
Replace \CA National Convention 


allocation for civilian consumption 
was made when the supply outlook 
was more favorable than it now ap- 
pears. Two factors now make the 
tentative civilian allocation figure im- 
probable of fulfillment: one being 
the severe drought in Cuba and the 
other being the general sugar in- 
dustry strike in Puerto Rico. The 
out-turn of these countries may be 
reduced below forward estimates by 
as much as 600,000 tons. Hence, fur- 





roller 1fon-fat dry milk solids is 
ahead of last year. Requirements 
have increased and the supply may 
be tight. especially in regard to spray 
powder. Supplies should be easier 
than in 1943 or 1944. 

Production of whole milk powder 
is expected to set a record. A higher 
quantity should be available. 

The butter situation is very tight 
and is expected to remain so for 
many months. Likewise, evaporated 





At the New York Council on Candy Meeting—Seated, left to right: Herman L. Heide. 
Henry Heide. Inc.; Bernard D. Rubin, Sweets Company of America, member, Council 
steering committee; Samuel Fried. president. Association of Manufacturers of Con- 
fectionery and Chocolate: Herman L. Hoops. Hawley & Hoops, Inc., vice-president. 
N. C. A., chairman, general New York program committee: and Theo. Stempiel. 
Chicago, E. J. Brach & Sons, national chairman, N. C. A. Council on Candy. 

Standing, Joshua Pariente, prominent in the supply group: Frank Di Giovanna. 
chairman, Council committee. New York Candy Club: Philip P. Gott. president, 
N.C. A.; Irvin C. Shaffer, Just Born, Inc.. Council campaign manager for New York 
and Northern New Jersey: William Shaw. public relations: Jack Shaw. Chicago, Leo 
Burnett Co., Inc., advertising agency, and S. H. Cady. Jr., Chicago, Council on Candy. 


ther reductions in sugar allotments 
may have to be faced this year. 

Cocoa prospects are more favor- 
able than sugar as imports of cocoa 
beans have increased. Processing in 
excess of the 70 percent currently 
allowable under War Food Order 
25 may be permissible. 

It is unlikely that the peak pro- 
duction of corn syrup and corn sugar 
reached in 1942 will be equalled. 
Corn syrup, corn starch and corn 
sugar will be produced in quantities 
limited only by industry capacity but 
demands are almost insatiable. 

Currently, the confectionery indus- 
try is operating on the basis of 80 
percent of the quantity of pepper- 
mint oil used in 1941. The stock of 
peppermint oil is in better shape than 
at any time since the war. but esti- 
mated supplies are only adequate to 
meet current allocations. 

The production of both spray and 





and condensed milk supplies will fall 
short of meeting all civilian require- 
ments. 

On the edible fats and oils, there 
appears to be no possibilities of an 
easier situation. A continuation of 
restrictive controls on these commod- 
ities is foreseen. 

There seems to be little hope of 
increased availability of paper and 
board until at least the last quarter 
of the year. Salvage and re-use of 
containers should be continued. 

Machinery replacement will con- 
tinue to be a real problem as no 
ene can predict reconversion plans 
accurately. 

Mr. Peyton ended his talk by com- 
plimenting the confectionery indus- 
try on its war contribution thus far 
and urges each one of us to keep 
up the good work. 

“Sugar Supplies, Present and Post- 


War” was the subject of Mr. Ody 
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Here’s a sure way to make good 
candies even better! Use Cloverbloom Frozen Egg 
Whites to give nougats and creams extra light cream- 
iness—smooth, silken texture—inviting appearance 
and flavor. It’s the fresh quality, purity and uniform 
strength that does the trick. For with Cloverbloom 
Frozen Egg Whites you get 1000% increase in whip- 
ping volume. And best of all, Armour’s rigid quality 
control assures unvarying results time after time. 
Only breakfast-fresh, clean, pure, shell eggs are 
chosen to bear the Cloverbloom label. They are 
selected in the spring of the year, when eggs are 


UNION STOCK YARDS, Chicago 9, Illinois 

















finest in quality. All are pre-cooled 48 hours... 
candled and inspected again. Then clarified to re- 
move all trace of grit, shell or fibre . . . and rushed 
to the freezers. This speed, and the extra care with 
which Cloverbloom Frozen Egg Whites are handled 
helps hold that new-laid freshness and fine flavor 
that give your candies something special. 

Send in a trial order for Cloverbloom Frozen Egg 
Whites. Test them—use them—see for yourself why 
so many confectioners have found Cloverbloom 
Frozen Egg Whites the answer for fresher-flavored, 
smoother, more delicious candies. 


ARMOUR 





Buy More War Bonds and Keep Them! 


for May, 1945 


Creameries 





page 41 












H. Lamborn, president, Lamborn & 
Co., Inc. Mr. Lamborn appraised 
the sugar situation by viewing the 
world sugar picture. There is no 
doubt that a world sugar shortage 
exists. Obviously it will take several 
years to bring the sugar situation 
back to normal peacetime conditions 
of production and stocks. A deficit 
of around 3,500,000 tons exists. 


Sugar Estimates Made 


Estimates of the Cuban crop are 
in the neighborhood of 4,000,000 
tons and for the Puerto Rico crop 
of about 850,000 tons. The domestic 
beet crop is expected to be 200,000 
tons larger than the last crop and 
domestic cane production will be a 
little under 500,000 tons. The Ha- 
waiian production is expected to be 
about 875,000 tons. 

The United States has never been 
a net exporter of sugar—we have 
for years, imported about 30 percent 
of our normal requirements from for- 
eign nations. Terrific demands have 
been made upon us as a result of 
the stepped-up requirements of our 
military forces, and increased by rea- 
son of feeding civilians in liberated 
zones, war prisoners and, possibly 
German civilians. 

Mr. Lamborn said that it was a 
pity that at the beginning of the 
war a proper appreciation of the 
value of sugar as a food had not 
entered the consciousness of our 
government officials who failed to 
encourage and make possible the in- 
creased production of this invaluable 
product. And at this time it is rea- 
sonable to ask the Government 
whether sugar is not carrying too 
much of the load as a relief food. 
Admittedly it is an ideal food com- 
modity with which to bring relief 
to suffering nations but it should not 
be made to carry more than its pro- 
portionate share as a relief food. 


We do know that substantial quan- 
tities of sugar are leaving our shores 
and Cuba for foreign destinations 
and yet the Government stated re- 
cently that it had made no commit- 
ments to other nations. Nobody in 
the sugar business knowns what may 
confront him at any time. Hence 
the sugar outlook is far from bright. 


Greer Discusses Machinery 
Mr. Lamborn told of the history 


of the Government planning on sugar 
and showed the lack of foresight in- 
volved and pleaded for a business- 
like and realistic approach by the 
Government to the problem of sugar. 

Mr. Fred W. Greer, vice-president 
of J. W. Greer Co., Cambridge, 


Mass., delivered a talk on “Design 
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Trends in Machin- 
ery.” 

Mr. Greer presented factors show- 
ing the confusion which existed in 
regard to plant reconversion. The 
Greer organization, like many other 
companies, has been preparing for 
reconversion for months although all 
manufacturing facilities were en- 
gaged on U. S. Navy work. As for 
converting the Greer plant back to the 
regular line, this can be done almost 
overnight. Materials will be needed. 
only. 


Confectionery 


In regard to what may be expected 
in the way of improved machines. 
methods and materials, some pleasant 
surprises are in store. Some new 
things developed during the war can 
be made available immediately— 
others will require waiting. The 
Greer Company expects to have some 
machines to offer shortly after the 
end of the war. 


The trend in design of candy ma- 
chinery will be toward more and 
more efficient lines, requiring less 
labor to operate it. Breakdowns will 
be rare because the machinery will 
be better built. The machinery will 
be designed along more sanitary 
lines, to be easily, quickly and thor- 
oughly cleaned. It will be stream- 
lined inside and out. Stainless steel 
will be used extensively. Confec- 
tionery machinery will be quieter 
and smoother running and easier to 
operate. 


Automatic controls have been per- 
fected to a point where they can 
control certain processes and ma- 
chines better than can be done by 
hand. For instance, chocolate can 
now be automatically melted and put 
through its proper tempering cycle 
at night while the enrober operator 
is at home. 


Electronic Chocolate Melter 


An electronic chocolate melter can 
melt with no danger of overheating 
as much chocolate in 15 minutes as 
a conventional melting kettle can in 
an hour. Less space and kettles will 
therefore be required for the melt- 
ing and tempering of chocolate than 
at present. Possibly, chocolate melt- 
ing and tempering kettles, as we 
know and use them now, will be 
almost done away with in the near 
future. 

There will be numerous other 
cases where electronics can be ap- 
plied with equally remarkable re- 
sults. These electronic and chemical 
discoveries will affect the design of 
candy machinery. 

Mr. Greer stated that orders for 
new equipment must still carry WPB 
approval with priorities of AA3 or 








better. Deliveries on certain types 
of equipment such as roller chain, are 
from four to eight months back; 
motors and ball bearings are still 
bad; and cast-iron castings have 
lately become hard to get. An awful 
rush will occur after V-E Day for 
raw materials and parts. It will be 
some time after the start of recon- 
version before most manufacturers 
will have enough materials to really 
get into production. 


Associate Professor F. Alexander 
Magoun, Human Relations Depart- 
ment, Massachusetts Institute of 
Technology, addressed the confer- 
ence on “The Personnel Director and 
His Post-War Job.” In his talk, 
Professor Magoun spoke of the func- 
tions of the personnel director and 
gave illustrations of differences be- 
tween handling men and machines. 
The personnel director's job will 
have increased importance in the 
post-war era. 


Mr. Carroll Belknap, president of 
Carroll Belknap Associates, New 
York City, spoke on the subject. 
“Analysis of Candy Distribution 
Methods for Post-War Sales Plan- 
ning.” Mr. Belknap paid tribute to 
the candy jobbers who, though 
understaffed, are very cooperative. 
In one industry, Mr. Belknap said, it 
was found that its salesmen used 
nineteen basic points in selling, al- 
together. When a salesman used ten 
or less, he got no order; thirteen 
or more points gave him an order. 
Findings show that there are nine 
principal things a district supervisor 
should do. When followed, his. ter- 
ritory’s sales were twice those of 
districts where they were ignored. 


Adelson New York Chairman 


The New York City Confectionery 
Conference was held at Hotel Penn- 
sylvania under the joint sponsorship 
of the National Confectioners’ Asso- 
ciation and the Association of Manu- 
facturers of Confectionery and Cho- 
colate, on April 19th. Mr. Charles 
R. Adelson, Delson Candy Co., 
New York, was chairman of the 
morning session devoted to develop- 
ments in food research, lighting. 
health and sanitation, and specialized 
cooking techniques. Mr. Charles F. 
Haug, Mason, Au & Magenheimer 
Conectionery Mfg, Co., Brooklyn, 
conducted the general forum on em- 
ployer-employee relationships, part- 
time workers, reemployment of re- 
turning veterans, employee training 
and WMC and WLB regulations. 

“Lighting and Health Aspects in 
the Confectionery Industry” was 
taken by Mr. A. W. Willmann, Light- 


ing Engineer, Lamp Department, 
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NEUMANN: BUSLEEF & WOLFE 


INC. 


TELEPHONES- LE ADDRESS 
SUPERIOR 1992-3 224-230 W. HURON ST,, CHICAGO, ILLINOIS cone -A8.C emt 


May 


are c brating our 25th anniversary 
th industry this year. 
ook back over these years, we count it 
privilege to have been able to serve and 
serve a great and progressive industry that ha 
thrown itself so whole-heartedly into the all 
victory effort. 


It makes us think of the many loyal friends with 
whom we have become acquainted and we cherish to 
the fullest their confidence ‘and good will. 


As we look forward to the next quarter of ac 
tury we offer this hope, that the world will 

the assurance of continued peace in which the 
confectionery industry will continue to play its 
important part. 


Very cordially yours, 
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General Electric Co., Atlantic District, 
New York City. 

“Sanitation in the Candy Plant— 
Modern Methods in Cleaning and 
Sterilizing Candy Plant Equipment” 
was covered by Mr. C. A. Moore, 
Director of Industry Relations, Di- 
versey Corporation, New York City. 

“The Use of Dowtherm in Candy 
Cooking —High Temperatures with 
Low Pr-ssure” was the subject of 
Mr. W. L. Badger’s talk. Mr. Bad- 
ger is consulting chemical engineer 
of the Dow Chemical Company. 

Mr. Carroll Belknap spoke at the 
noon meeting on “Report on Candy 
Distribution.” (Editor's note: please 
refer back to the Boston meeting). 

The supply situation was the sub- 
ject of the afternoon session. under 
the chairmanship of Mr. Gott. presi- 
dent of NCA. 

Mr. J. D. Malcolmson, Technical 
Director, Robert Gair Company, Inc.. 
New York, talked on “Containers and 
Boxes.” He stressed the importance 
of paper and board conservation 
programs. 

Mr. Gordon Peyton spoke on 
“Government Views on Milk Pro- 
ducts and Other Ingredients.” (Edi- 
tor’s note: please refer back to Bos- 
ton meeting). 


Raw Materials Discussed 


Mr. Harry P. Haldt, General Sales 
Manager, Franklin Baker & Co., 
talked on “Coconut Supply—Present 
and Future.” Briefly, the present 
situation is tragic and the future is 
based upon the availability of fats. 

“Sugar—-What is the Present and 
Postwar Outlook?” was discussed by 
Mr. Ellsworth Bunker, president, Na- 
tional Sugar Refining Co. (Editor’s 
note: please refer back to the Boston 
meeting where Mr. Lamborn dis- 
cussed sugar prospects.) Mr. Bun- 
ker optimistically says that 1945 is 
the toughest sugar year and _ that 
sugar production has a way of com- 
ing back fast when it begins. 

Mr. John F. Ledden, vice presi- 
dent, E. F. Drew & Co., spoke on 
“Fats and Oils—What Is New at 
Present and What We Can Expect 
in the Future.” V-E Day will take 
more fats and oils for lend-lease. 
Some coconut oil is expected from 
overseas in 1945 but substitutes will 
be required into at least 1947. 

Mr. H. Russell Burbank, execu- 
tive vice president, Rockwood & 
Company, spoke on “Chocolates and 
Cocoa Butter—Present and Future.” 
He stated that the United States 
chocolate industry is promoting 
greater production, and Liberia has 
been suggested as a source. With 
our ceiling prices on beans and other 
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countries able to pay higher prices, 
we suffer. An adequate stockpile is 
essential and we need elbow room in 
the readjustment period. 


Mr. Pendleton Dudley, executive 
secretary, Corn Industries Research 
Foundation, covered the subject of 
“Corn Syrup and Starches” thor- 
oughly, emphasizing that the corn 
refining industry has sufficient capa- 
city, research facilities, etc., but man- 
power is a difficult problem. Last 
years trouble could easily be re- 
peated. 

An important luncheon meeting 
held under the auspices of NCA in 
New York April 18th brought to- 
gether editors and writers of papers 
and trade publications to hear news 
of the part candy has played in the 
war. Capt. Vernon M. White, offi- 
cer in charge of Confections Section 
of the Quartermaster Corps Subsist- 
ence Research and Development 
Laboratory, revealed in detail, facts 
about candy being a fighting food. 


U.S.D.A. Program Explained 
Mr. Carl F. Speh, Bureau of Ag- 


ricultural and Industrial Chemistry, 
U.S. Department of Agriculture, des. 
cribed the development of nutritious 
new ingredients for candy in the co- 
operative project of the U. S. D. A. 
and the NCA at the Southern Re- 
search Laboratory in New Orleans. 
Every guest at the luncheon (100 
were present) received samples of 
the experimental candies produced 
by the laboratories and was asked 
to express his opinion on the palati- 
bility of the confections. 


The Philadelphia Conference, spon- 
sored by the National Confectioners’ 
Association and the Philadelphia As- 
sociation of Manufacturers of Con- 
fectionery and Chocolate, was held 
at the Ritz-Carlton Hotel on April 
20th. 


The morning session was for candy 
manufacturers only. “Sanitation and 
Research” was discussed by Mr. C. 
A. Moore. (Editor’s note: Please 
refer back to New York meeting). 
Mr. James A. King, The Nulomoline 
Company, presented an_ interesting 
paper which THE MANUFACTUR.- 
ING CONFECTIONER is bringing 
to your attention in the Manufactur- 
ing Retailer, June issue. Mr. Harry 
H. Willard, plant superintendent, Ste. 
phen F. Whitman & Son, Inc., spoke 
on “Employment Relations.” 

At noon, Mr. Herman L. Heide 
spoke on “Your Government.” 

The supply situation was covered 
during the afternoon sessions, under 
the chairmanship of Mr. Gott, presi- 
dent of NCA. The talks and discus- 


sion were in line with those men- 


tioned under the New York meeting. 

Mr. Lester Rosskam, Quaker City 
Chocolate and Confectionery Co., 
was chairman on the distribution ses- 
sion at which Mr. Belknap told of 
“The Detroit Survey.” 


Past NCA Presidents 


The following men have held the 
office of NCA President in the year 
indicated: 

1884—R. P. Pattison 

. P. Pattison 
. H. Moses 
. H. Moses 
° H. Moses 
-Jacob Buss 
-Jacob Buss 
O. H. Peckham 
O. H. Peckham 
A. F. Hayward 
-A. F. Hayward 
John S. Gray 
John S. Gray 
Walter M. Lowney 
1898—Walter M. Lowney 
899A. J. Walter 

1900—A. J. Walter 

1901—-James J. Matchett 

1902—James J. Matchett 

1903—A. W. Paris 

1904.—A. W. Paris 

1905—Henry Heide 

1906—Henry Heide 

1907—-H. W. Hoops 

1908—H. W. Hoops 

1909—-F. D. Seward 

1910—F. D. Seward 

1911—Edwin F. Fobes 

1912—Edwin F. Fobes 
1913—John V. Hughes 
1914—Charles F. Simes 
1915—Robert F. McKenzie 
1916—Louis Kuhn 

1917—R. R. Cleeland 

1918—R. R. Cleeland 

1919—Paul F. Beich 

1920—A. S. Colebrook 

1921—H. H. Harris 

1922—R. R. Bean 

1923—Walter H. Belcher 

1924—-Walter H. Belcher 

1925—V. L. Price 

1926—V. L. Price 

1927—Wm. F. Heide 

1928—L. C. Blunt 

1929—-A. M. Kelly 

1930—E. B. Hutchins 

1931—Arno E. Sander 

1932—Arno E. Sander 
1933—Arno E. Sander 
1934—George H. Williamson 
1935—George H. Williamson 
1936—Wm. E. Brock, Sr. 
1937—Thomas J. Payne 
1938—Thomas J. Payne 
1939—Harry R. Chapman 
1940—Harry R. Chapman 
1941—Philip P. Gott 


to present time. 


THE MANUFACTURING CONFECTIONER 














" 
Qos 
S 
. * ’ 
\ » ie 
N 
; 
; 
N 


y 





Dette. 
D tlle 
mnnnnn 


WO — 
\\ WA 
\\\ 
atl . 
wv Qe Qi lh 
t = 
ny WY 
RE ES 
NN 
NY 


\\ 
AR Sik \ 





\ NAY N \\ 3 
AQT 











n~ 


jor May, 


1945 


page 








Directory of Advertisers 


This replaces the Directory of Exhibitors of the Confectionery Industries 
Exposition which for many years has appeared in the May issue of The 
Manufacturing Confectioner. For the third straight year, there will be no 
exposition, and for the first time, no national convention. The companies 
below are the advertisers of The Manufacturing Confectioner. 


ACME FOLDING BOX CO., INC., 
141 East 25th St., New York 10, 
M3 
Products : 
turers of folding paper boxes and dis- 


designers and manufac- 


play cartons. 
Morton Neustadter, vice pres. in 
charge of sales. 


AMBROSIA CHOCOLATE CO., 
1109 N. Fifth St., Milwaukee, 
Wis. 
Products: chocolate products. 
Representatives: F. J. Auermiller, 
A. E. Collot, J. S. Dodgson, G. G. 
Gillette, A. Kirschenbaum, A. H. Le- 
vitas, W. Lynfoot, J. B. Murphy, L. 
W. Reddick, J. R. Wright. 


AMERICAN CYANAMID & 
CHEMICAL CORPORATION, 
20-P Rockefeller Plaza, New 
York 20, N. Y.; Kansas City 6, 
Mo.; Azusa, Calif, 


Products: liquid HCN fumigation. 


AMERICAN MAIZE-PRODUCTS 
CO., 100 E. 42nd St., New York, 
N. Y. 
Products: corn syrup, corn syrup 
solids, dextrose, corn starches. 


AMES IRON WORKS, Oswego, 
N. Y. 

Products: automatic, self contained 
oil and gas fired steam generators, 
fire tube boilers, all sizes and types; 
and a complete line of automatic and 
throttling type steam engines, 

A. Bradley, vice pres. and gen. mgr. 


AMSCO PACKAGING MACHIN- 
ERY, INC., 31-31 48 Ave., Long 
Island City 1, N. Y. 

Products: packaging machinery for 
wrapping and sealing, sheeting and 
gluing, bag making, filling and seal- 
ing; foot-power, automatic, semi- 
automatic. 

Representatives : Canada; Phin Sales 
Co., 32, Front St., W. Toronto, Can- 
ada; Middle West: Miller Wrapping 
& Sealing Machine Co., 18, S. Clin- 
ton St., Chicago 6, Ill.; Pacific Coast; 
Simplex Wrapping Machine Co., 615 
23rd Ave., Oakland 6, Calif. 


ANGERMEIER, T. H. & CO, 245 
Seventh Avenue, New York, N. Y. 
Products: Veg-A-Loid, colloidal 
and pectin products. 
Wilbur E. Angermeier, Herbert F. 
Angermeier. 
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ANHEUSER-BUSCH, INC.. Corn 

Products Dept., St. Louis, Mo. 
Products : corn syrups, starches and 

dextrines. 
New York Office: 
Ave., New York 1. 
Chicago Office: 750 So. Clinton St., 
Chicago 7. 

ARMOUR & CO., Chicago, Ill. 
Products: egg albumen, glycerine. 
Representatives: R J. Custer, 120 
3roadway, New York; G. W. Edding- 

ton, C. D. Wilbur, Chicago. 


AROMANILLA COMPANY, THE, 
INC., 6 Varick St., New York 13, 
N. Y. 

Products : Aromanilla. 

A. D. Cooper, pres.; Chicago rep. 
Edw. M. Sinclair, 219 E. No, Water 
St., Chicago, III. 

BACHMAN CHOCOLATE MAN- 
UFACTURING CO., Mount Joy, 
Pa. 

Products: 

cocoa; milk chocolate goods, a spe- 


33rd St. & 12th 


coatings, liquors and 
cialty. 
BAKER IMPORTING CO., 30 
Church St., New York, N. Y. 
Products: 100% pure instantly sol- 
uble coffee. 


BAKER, WALTER & CO. INC., 
Pierce Square, Dorchester 24, 
Mass. 

Products : 
powder, ice cream bar coating, va- 
nilla coating, milk coating. 

H. O. Frye, pres.; A. E. 
sales mgr.; E. G. Derby, bulk sales 
mgr.; Herbert Thiele, R. G. Kenny, 
New York; L. E. Pierce, Philadel- 
phia; H. W. Leonard, H. W. Thomas, 
Boston; R. W. Gries, Cleveland: W. 
H. Kansteiner, Chicago; J. P. Gray, 
Pacific Coast. 

BARISH, LOUIS M., 420 Lex- 
ington Ave., New York 17, N. Y. 

Products: stationary and portable 
pumping units. 

BASIC INDUSTRIES, INC., 919 
N. Michigan Ave., Chicago 11, 
lll. 

Products: Hyfat, Hysolids, Basic 
Solids, Jelli-Units, “Hydensity” Milk- 
Cream, Pectin, 

BASSONS DUMMY PRODUCTS, 
1424-1434 West Farms Road, 
New York 60, N. Y. 


Products: manufacturers of dummy 


chocolate liquor, cocoa 


Fest, gen. 


candies and originals for starch board 
reproductions. 
Arthur Basson, Maurice Basson. 


BEALL, H. K. & COMPANY, 201 

North Wells St.. Chicago 6, Ill. 

Products: confectioners supplies; 
syrups; fruits, canned and frozen. 


BLUE BOOK, THE; The Manu- 
facturing Confectioner Publish- 
ing Co., 400 West Madison St., 
Chicago 6, Ill., 303 West 42nd 
St., New York 18, N. Y. 

\ directory of supply firms: next 

publication date—1946. 
P. W. Allured, publisher. 


BLUMENTHAL BROS., Margaret 
& James Sts., Philadelphia, Pa. 
Products: chocolate coatings, cho- 
colate liquors, cocoa butter, cocoa, 
cocoa and liquor combinations, cho- 
colate bars, nonpareils, chocolate pan 
goods 
Bernhard S. Blumenthal, president 
(in LU. S. Army); Samuel K. Blumen- 
thal, vice pres. and_treas. 
president); M. L. 
retary. 
BOND, JOHN T. & SON, 637 
South Wilton Place, Los Angeles 
5. Calif, 
Services: 


(acting 
Blumenthal, sec- 


confectionery and_ bakery 
brokerage for- California, Nevada, 
Oregon and Washington. 

John T. Bond, pres.; John H. Bond, 
v.p.; N. E. Bond, treas.;: E. M. 
Irving, sec. 


BON-NEE RIBBON CO., 1165 
Broadway, New York 1, N. Y. 
Products : ribbons that beautify sat- 
in, taffeta, ete., all widths, all colors. 
Lloyd Benjamin. 


BURRELL BELTING COMPANY, 
413 S. Hermitage Ave., Chicago 
12, Ill. 
Products: Crack-Less glazed en- 
rober belting; double texture white 
glazed enrober belting; single tex- 
ture white glazed enrober belting; 
Aero-Weight & Thin-Tex (paper thin) 
glazed enrober belting; double coated 
white glazed enrober belting; glazed 
plaques for plaque cooling systems; 
endless feed and cooling table belts 
(treated or plain); carrier belts-fine- 
weave or single ply; cutter belts and 
cutter boards; turntable belts; fine- 
weave and interwoven ply belting. 
Earl F. Mayer, pres.; Paul J. Buss, 
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FIRST IN AMERICA 


BY MORE THAN 4 TOT 


Over 802% of all the Lemon Oil used 
in America is Exchange Lemon Oil— 
over four of every five pounds. 


This overwhelming endorsement by 
the trade is your assurance that 


Exchange Lemon Oil delivers FLA- 
VOR, CLARITY and UNIFORMITY not 
found in any other Lemon Oil. 


When you buy Lemon Oil... buy 


Exchange. 


Distributed in the United States exclusively by 
DODGE & OLCOTT COMPANY 
180 Varick Street, New York, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York, N. Y. 
Distributors for: 


CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 


Copyright, 1945, California Fruit Growers Exchange, Products Dept. 
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DE LUXE BOXES 


SMALL PACKS 


J Moyer, sec. > 
Howard G Aylesworth, William H 
Jenks, C. B. Turner, Norman Coryell 


BUSCHMAN, E. W. CO., 433 
New Street, Cincinnati 2, Ohio 
Products: engineers and manuiac- 
turers of. conveying machinery; spe- 
cialty is “Roll-or-Wheel” 
conveyor. 
Representatives in principal cities. 


CALIFORNIA ALMOND GROW- 
ERS EXHANGE, Sacramento, 
Calif. 


Products: Blue Diamond Almonds. 


vice pres.; John M. 


portable 


CALIFORNIA FRUIT GROWERS 
EXCHANGE PRODUCTS  DE- 
PARTMENT, 616 E. Grove St.. 
Ontario, Calif, 
Products: citrus pectin, orange oil, 
lemon oil, citric acid, sodium citrate 
M. L. eer: SB. £. 
Rhoads, central div. megr.: T. F 
Baker, eastern div. mer. 


Chapman, 


CANDY BUYERS’ DIRECTORY. 
THE; The Manufacturing Con- 
fectioner Publishing Co., 400 
West Madison St., Chicago 6, Ill. 
303 West 42nd St., New York 
_s oe 
An annual directory of candy manu- 
facturers. 
P. W. Allured, publisher 
CANDY EQUIPMENT PRE- 
VIEW, The Manufacturing Con- 


o 
) 


page ¢ 
















fectioner Publishing Co., 400 
West Madison St., Chicago 6, IIL. 
A quarterly publication. 
P. W. Allured, publisher. 


CANDY MERCHANDISING, The 
Manufacturing Confectioner 
Publishing Co., 400 West Madi- 
son St., Chicago 6, Ill., 303 West 
42nd St., New York 18, N. Y. 

A quarterly magazine for the vol- 
ume candy distributor. 

P. W. Allured, publisher; E. P. 
Mercer, mgr. ed.; W. C. Copp, East- 
ern megr.: K. M. Wiggins, Chicago 
rep. 

CANDY PACKAGING, The Man- 
ufacturing Confectioner Publish- 
ing Co., 400 West Madison St., 
Chicago 6, Il. 

A quarterly publication. 


P. W. Allured, publisher. 


CARRIER CORPORATION, So. 
Geddes St., Syracuse 1, N. Y. 

Products: air conditioning, refrig- 
eration, industrial heating. 

Dr. Willis H. Carrier, chair, of 
board; Cloud Wampler, pres. & gen. 
mer.: E. TF. 

CARVER, FRED S., CO., 345 
Hudson St., New York, N. Y. 


Products : cocoa presses, cocoa but- 


Murphy, sr. vice pres 


ter presses 
CENTRAL SOYA COMPANY, 
INC., 300 Old First Bank Bldg., 
Fort Wayne 2, Ind. 
Products: soya albumin products, 





The Finest Jelly Candies 


ARE MADE WITH EXCHANGE CITRUS PECTIN 






They're tender, brilliantly clear, never gummy, carry more 
flavor, stay fresh longer. They're ideal for “bulk packing” and 
equally at home in the finest fancy packs. 

Give anyone a piece of Exchange Pectin Jelly Candy and 
he always wants more. When your salesman samples it to 
consumers in a store, the retailer buys. Exchange Citrus Pec- 
tin Candy, made cast or slab, sets and is ready for “‘sanding”’ 
in a few hours. Cuts production cost. Packs easily in bulk. 

With Exchange perfected formulas, you can be sure of a 
good batch every time and good profits. 


CITRUS PECTIN 





CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department: Ontario, California 
189 W. Madison Street, Chicago 2 » 99 Hudson Street, New York 13 


Copy right, 1945, California Fruit Growers Exchange, Products Dept. 


Centrol, Mel-K-Soy, 
Puffs and Grits. 

R. H. Fletcher, president: H. W 
McMillen, vice president; P. S. Cun 
mings, manager products division 


CHAMPLAIN COMPANY, INC.. 
636 Eleventh Ave., New York 19. 
Ms Ee 
Products: roll feed Gravure and 
letterpress printing equipment, et 
CHAMPION PECAN MACHINE 
CO., 401 Augusta St., San An- 
tonio 2, Texas. 
Products: Champion pecan equip 
ment. 
CHOCOLATE SPRAYING 
2027 W. 
12, Til. 


Products: chocolate decorator, spray- 


Hi-Soy, Seya 


co.., 
Grand Ave., Chicage 


ing system for chocolate pan work, 


cream spreader for sugar wafers, 
chocolate storage tanks. Leo Latini, 
Edmond Latini, Chicago; John Sheft 


man, New York, 


CLINTON CO., Clinton, Iowa 

Products: corn syrup, confectioners 
starches, dextrose (refined corn sug 
ar), lactie acid. 

R. E. Clizbe, pres.; Geo. E. Co 
son, mgr. of bulk starch sales; H 
Bendixen, mgr. of corn syrup and 
sugar sales; A. C, 


Junge, asst. mgr 

of bulk starch sales 
COCOLINE PRODUCTSs, 
40-20 22nd St., Long 
City, N. Y. 


Products : 


INC.. 
Island 


fine cocoa powders and 
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FLAVORS 


Specialties of the 
Finest Quality for 
the Confectionery 
Trade... 


Oil of Lemon Special No. 2 
Imitation Oil of Lemon 

Oil of Orange, U.S.P. 

Oil of Limes W.I. Distilled 
Imitation Oil of Limes 
Imitation Cumin Flavor 
Imitation Oil of Anise 
Imitation Oil of Cassia 

Oil of Peppermint, U.S.P. 
Imitation Oil of Peppermint 
Oil of Almond, Bitter, F.F.P.A. 
Oil of Almond Bitter, Artificial, F.F.C. 
Oil of Sweet Birch, Southern 
Oil of Wintergreen, Artificial 
Menthol, U.S.P. Crystals 
Menthol Synthetic Liquid 
Imitation Oil of Spearmint 


We are also offering our fine flavors true 
and imitation such as Strawberry. Rasp- 
berry and Maple. 


Write, ‘phone or wire. Try us for quality, 
price, delivery, service. Let us quote on 
your needs. Coast trade: Contact O. D. 
Royer Co., 1340 East Sixth St., Los Angeles. 


EDWARD REMUS & CO. ". 


ll West 42nd Street * New York 18, NX. ¥. 


ABLE ADDRESS: EDSUMER. NEW YORK 
TELEPHONE: CHicke 


KANSAS T a 
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Cultivate FUNSTEN 


PECAN PREFERENCE 


All over America there is a growing 
preference for candies that are top- 
ped or filled with Funsten Pecans. 
This means desirable sales NOW. It 
also means keeping customers later. 
For ‘‘Taste is a Habit’’ and the 
American public is noted for spend- 
ing freely in buying what it likes. 


SEVENTEEN SIZES 


FUNSTEN PECANS offer more economical produc- 
tion possibilities. Halves and pieces available in 
17 sizes — a size and grade for every confection 
requirement. Additional economies result from 
reduced inspection costs, the reward of Funsten’s 
uniform quality, low moisture content, fewer sift- 
ing, broken pieces and shrivels. 


VITAMINS: Funsten Pecans are good source of 
Vitamin A and B!. Also iron. 


aA) 
a . Order throw 


gh your reg- 
r r 


ular jobber o rite us 


1515 DELMAR BLVD. ST. LOUIS, MO. 
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chocolate coatings. 


COMPAGNIE-DUVAL DIVISION 
OF S. B. PENICK & CO., 50 
Church St., New York, N. Y. 
Products: essential oils, aromatics, 
flavor materials. 
COOPER, D. C., 20 E. 18th St., 
Chicago 16, Ill. 
Products: chemicals and 
cleaners. 
D. C. Cooper, president. 
CORN PRODUCTS SALES CO., 
17 Battery Place, New York, N.Y. 


Products: corn ‘syrup, dextrose 


alkali 


sugar, starches. 
CRESCENT MANUFACTURING 
CO., 657 Dearborn St., Seattle 4, 
Wash. 
Products: Mapleine, imitation maple 
flavor. 
CURRIE MANUFACTURING 
COMPANY, 1837 West Grand 
Ave., Chicago, Ill. 
Products: automatic 
stacking machines, steel starch trays, 
truck casters and wheels, dollies 
H. A. Currie, H. W. Currie, Don 
Currie, 
DAWE’S MILK PRODUCTS 
COMPANY, 4800 S. Richmond 
St., Chicago 32, II. 
Products: Enricho 
non-fat dry solids. 
Cc. C. Dawe, pres; 5. J. 
v.p.; F. F. Morr, sales mgr. 


DIAMOND “CELLOPHANE” 
PRODUCTS, 2902 So. Michigan 
Ave., Chicago 16, II. 
Products: “Cellophane” bags, sheets, 
rolls, shreddings; wax-glassine bags, 
tying ribbons; Scotch 


starch tray 


candy type 


Tepper, 


sheets, rolls; 
tape. 
Harry L. 


DODGE & OLCOTT CO., 180 
Varick St., New York, N. Y. 
Products: D & O flavors. 


DOMESTIC EGG PRODUCTS, 
INC., (a subsidiary of DOUGH- 
NUT CORP. OF AMERICA), 393 
Seventh Ave., New York 1, N. Y. 
Products: egg albumen, frozen egg 
whites, flake albumen, powdered or 
spray albumen; egg yolk: frozen or 
dried. 
E. S. Goldhill, pres. 


DREYER, P. R., INC., 119 W. 
19th St., New York, N. Y. 

Products: flavors, essential oils, 
and other flavoring materials. 

H. A. Butler, pres.; F. J. Beyer, 
exec. v.p.; H. A. Wiedman, v.p.; Paul 
Schaupp, v.p. & treas.; James V., 
Demarest, sec. 


DU PONT DE NEMOURS, E. IL. 
& CO., INC., Wilmington, Dela. 
Products: cellophane. 
C. F. Brown, dir. of sales. 
DYER, B. W. & CO., 120 Wall 
St., New York 5, N. Y. 


Products : 


Diamond, sales rep. 


sugar and syrups, 
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B. W. Dyer, Daniel L. Dyer, L. F. 
Daidone, W. H. Vanderveer, G. Rod- 
ney Foster, Frank Morrison, Milton 
L. Huber, Rudolf Beyer, A. D. S. 
Palmer. 


ECONOMY EQUIPMENT CO., 
2027 W. Grand Ave., Chicago 
12, Il. 

Products: Economy “Lustr-Koold” 
conveyors, Economy “Belturn”, dry 
and wet air conditioners. 

Leo Latini, Edmond Latini, Chi- 
cago; John Sheffman, New York. 
EDSON, H. E., 110 N. Franklin 

St., Chicago, Ill. 

Products: frozen eggs—yolk, whites, 
whole; dried eggs—yolk, albumen, 
whole; technical albumen for chemi- 
cal use. 

EQUIPMENT ENGINEERING 
CO., 909 West 49th Place, Chi- 
cago 9, Ill. 

Products: cooling and drying tun- 
nels, conveyors, packing tables, and 
air conditioning systems. 

Walter H., 
gineer; John Opie, general manager. 

EXPORT PACKAGING COM- 
PANY, 59-25 Decatur St., Ridge- 
wood, Brooklyn 27, N. Y. 

Services: packaging for export. 
EXTRIN FOODS INC., 66-70 
Barclay St., New York 7, N. Y. 

Products: butter cultures and but- 
ter flavors. ° 

R. S. Sweet, pres. 

FELTON CHEMICAL CO., INC., 
599 Johnson Ave., Brooklyn 6, 
, ee 

Products: flavors, 
_aromatic chemicals, natural deriva- 
tives, “Key Brand” orange and grape- 
fruit oils. 

Dr. J. Felton, pres.; S. Felton, sec. 
& treas ; Louis Gampert, vice-pres. 
& gen. sales mgr.; M. Hartstein, Chi- 
cago sales mgr.; Robert E. Feiton, 
West Coast mgr.; A. Lewis, Mon- 
treal: L. C. Weinrobe, Dallas; H. 
Dresel. Philadelphia; D. W. Zucker- 
man, Boston; Dr. H. Field, New York 
City; S. J. Kiefer, St. Louis; C. 
Hanley, Sandusky, Ohio. 

FIRST MACHINERY CORP., 
East 9th St. & East River Drive, 
New York, N, Y. 

Products: equipment. 

F. R. Firstenberg, pres.; L. J. 
Shapiro, vice-pres.; D. M. Gold, adv. 
& sales. 

FLORASYNTH LABORATOR. 
IES, INC., 1533 Olmstead Ave., 
New York 61, N. Y. 

Products: complete line of flavors. 
FRITZSCHE BROTHERS, INC., 
76 Ninth Avenue, New York 11, 
NM. Ze. 

Products: essential oils (natural 
and imitation), natural and imitation 
flavors and concentrates, miscella- 
neous flavoring compounds, natural 
flower oils, aromatic chemicals, per- 
fume and flavoring specialties, certi- 


Lenish, designing en- 


essential oils, 


hed food colors, “Exchange” Brand 
California Orange and Lemon oils 
Officials and Representatives: F. H 
Leonhardt, pres.; Wm. A. Welcke, 
vice-pres. & treas.; John H. Mont- 
gomery, vice-pres. & secy.; H. P 
Wesemann, vice-pres. & dir. of pur- 
chases; Ernest Guenther, vice-pres 
& chief chemist; Jos. A. Huisking, 
vice-pres.; Ralph R. Redanz, asst 
treas. Representatives in 
cities. 
FUNSTEN, R. E., CO., 1515 Del- 
mar Blvd., St. Louis, Mo. 
Products: Funsten pecans. 


GAIR, ROBERT, COMPANY, 
INC,, 155 E. 44th St.. New York, 
N. Y. 
Products: 
tons, corrugated and solid fibre ship- 


leading 


paperboard, folding car- 


ping cases. 

Dyke, pres.; Norman F 
Greenway, Ist vice pres.; T. Raymond 
Pierce, vice pres.; W. F. Howell, 
Meyer, treas.; E. O. Som 


Gec rege E. 


sec.; E. 

mer, comp. 
GARDNER-RICHARDSON COM- 
PANY, THE, 407 Charles St., 
Middletown, Ohio. 

Products. folding cartons, boxboard 
and paperboard displays and_= spe- 
cialties. 

EK. T. Gardner, pres. & gen. megr.; 
I. T. Gardner, Jr... asst. to pres.; 
W. H. Richardson, y.p.; Colin Gard- 
ner, v.p.; W. E. Sooy, y.p.; Robt. R 
Richardson, y.p. & sec.; M. S. Johns- 
ton, treas.; R. B. Gardner, asst. sec. ; 


J. J. Hain, asst. treas.; R. O. Brosius, 


asst. treas. 


GAYLORD CONTAINER COR- 
PORATION, 111 No. Fourth St., 
St. Louis 2, Mo. 
Products: corrugated and_ fibre 
boxes, folding cartons, Kraft grocery 
bags and sacks, Kraft paper. 


GREER, J. W. CO., 119 Windsor 
St., Cambridge, Mass. 

Products: chocolate 
cooling machinery, automatic feeders, 
bottomers, chocolate melting & temp- 
ering kettles, chocolate pumps. turn- 
tables and biscuit & 
cracker machinery and ovens, de- 
positors for creams, jellies and cho- 
colate; starch molding equipment; 
automatic chocolate bar molding 
equipment. 

J. W. Greer, pres.; Don S. Greer, 
treas.; Fred W. Greer, vice pres.; 
D. S. Greer, sec.; Stephen W. Smith, 
sales mgr.; Fred Behn, Chicago rep- 
resentative ; C. B. Turner, West Coast 
representative. 

HENNINGSEN BROTHERS, 
INC., 347 Madison Ave., New 
York 17, N. Y. 

Products : egg albumen. 

HENLE WAX PAPER MFG. CO., 
THE 1428-34 Longfellow Ave., 
Bronx, New York, N. Y. 

Products: waxed papers, plain and 

printed. 


coating and 


conveyors, 
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FROM YOUR 
COLORING JOB 


These days when the color—the appearance —the 
eye appeal of the candies you produce is so important 


to get sales and to keep them, it's more essential than 
ever to use Peacock Brand Certified Food Colors for 
the extra brilliance, uniformity and purity they give you. 


For over 25 years Stange has been the leader in 
producing colorings for the candy industry. The name 


peo 


Stange means uniformity and purity—and Peacock 
Brand means greater protection because each batch 
is “Certified” by the U. S. Government to be pure 
for human consumption. 


Get the extra advantages that Peacock Brand Cer- 


tified Food Colors give you. Get them from your 


nearby jobber or supply house. Or write us on 


any color problem you may have—the Stange 


research staff will gladly give you all the help 


you need. 





WM. J. 


2539 W. MONROE ST. 


STANGE 


e CHICAGO 12, ILL. 





HINDE & DAUCH PAPER CO., 
Sandusky, Ohio 

Products: shipping containers, dis- 
play boxes, ete. 

HOOTON CHOCOLATE COM- 
PANY, 339-361 North Fifth St., 
Newark 7, N. J. 

Products: manufacturers of choco- 
late coatings, chocolate liquors and 
cocoa powders. 

George W. Dodd, pres.; Floyd A. 
Lewis, v.p.; George B. Dodd, treas.; 
Furman L. Robinson, sec. 

IDEAL WRAPPING MACHINE 
COMPANY, Middleton, N. Y. 

Products: wrapping machines. 
INDUSTRIAL GEAR MFG. CO., 
4515-39 W. Van Buren St., Chi- 
cago 24, Ill. 

Products: cut 
racks. 

A. M. Scharek, president; J. A. 
Sizer, vice pres.; J. J. Tvrdik, sec. 
JOHNSON, H, A. CO., 221 State 
St., Boston 9, Mass., 28 N. Moore 
St., New York 13, N. Y. 

Products: confectioners’ 

and equipment, 

E. C. Johnson, pres. 
JUNE DAIRY PRODUCTS CO.., 
INC., 105 Hudson St... New York 
13, N. Y. 

Products : all types of milk powders 

including powdered ice cream mix; 
butter, frozen eggs, dried eggs. 


gears, sprockets, 


supplies 
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KOHNSTAMM, H. & CO., INC., 
87 Park Place, New York, N. Y. 
Products: food colors, flavoring ex- 
tracts. 
KORTRIGHT, ROBERT, COM- 
PANY, 260 W. Broadway, New 
York 13, N. Y. 

Products: Bixo fully hydrogenated 
shortening, B.A.C. butter aroma con- 
centrate (butter flavor). 

Robert Kortright, pres. 


KRAFT CHEESE COMPANY, 
500 Peshtigo Court, Chicago 90, 
Til. 


Products: Kraft milk products. 


KRIM-KO COMPANY, SEA- 
PLANT PRODUCTS DIVISION, 
Scituate, Mass. 

Products: Krim-Ko gel; Carragar. 


LACHMAN NOVASEL PAPER 
coO., 109-111 Greene St., New 
York 12, N. Y. 
Products: box and specialty papers. 
Samuel Lachman, Bernard B. No- 
vasel, Arthur R. Walsh. 


LAND O” LAKES CREAMERIES, 
INC., 2201 Kennedy St., N.E., 
Minneapolis 13, Minn. 

Products : dry milks—non-fat, whole, 
buttermilk (both spray and_ roller 
process), frozen eggs—whole, whites, 
sugared yolks, butter. 

Frank Stone, dir. of sales; Lyle 
Totten, sales mgr.; Wm. Rice, sales 


\lso sold by 


mer.; milk powder div 
26 company branches. 
LEHMANN, J. M., COMPANY, 
INC., 550 New York Ave., Lynd- 
hurst, N. J. 
Products: manufacturers of ma- 
chinery and equipment for the choco- 
late industry. 


LONG, JAMES B. & COMPANY, 
818 North Franklin St., Chi- 
eago 10, Ill, 
Products: flavoring extracts, vege- 
table food colors, U. S. Cert. food 
colors. 

Lt.-Col. James B. Long, president; 
Dr. Carl F, Meibes, eastern mer. 
LUEDERS, GEORGE & CO., 
427-429 Washington St., New 

York 13, N. Y. 
Products: essential oils and con- 
centrated flavors. 


LYNCH MANUFACTURING 
CORPORATION, Defiance, Ohio. 
Products: “Wrap-O- Matic” 
ping machines. 
T. G. Werbe, chairman of the board; 
M. H. Pendergast, president; H. D. 
Marshall, sales manager; J P. Mc- 
Carthy, works manager; F. K. Zim- 
merman, treasurer; J. L. Watts, sec- 
retary. 
MAGNUS, MABEE & REYNARD, 
INC., 16 Desbrosses St., New 
York 13, N. Y. 


Products : 


wrap- 


essential oils, aromatic 
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Chocolate Coatings With Flavor And Smoothness 
For The Finest Post-War Candies 


ERCKENC 


QUALITY 
of 101010] ua = 


COATINGS 





Merckens Chocolate Co. Inc. Buffalo 1, N. Y. 


BRANCHES AND WAREHOUSE STOCKS IN 
BOSTON, NEW YORK, CHICAGO, LOS ANGELES, OAKLAND. 














chemicals, basic perfume oils, flavor- 
ing materials. 

P. C. Magnus, pres.; 
vice pres.; R. B, Magnus, vice pres.; 
T. B. Tribble, vice pres. Chicago; 
G. H. McGlynn, treas.; W. F. Fischer, 
sales mgr.; A. H. Downey, tech. dir. 
Representatives in Leading Cities. 

MAJESTIC PRODUCTS CO.,636 
Broadway, New York 12, N. Y. 


Products. mirrored boxes. 


MANUFACTURING CONFEC- 
TIONER, THE; The Manufactur- 
ing Confectioner Publishing Co., 
400 West Madison St., Chicago 
6. Ill., 303 West 42nd St., New 
York 18, N. Y. 

A monthly specialized 
for candy manufacturers. 

P. W. Allured, publisher, E. P. 
Mercer, mgr. ed.; W. H. Childs, tech. 
ed.; W. C. Copp, Eastern megr.; K. 
M. Wiggins, Chicago rep. 

MARCO CO., INC., 3rd & Church 
St., Wilmington 50, Del. 

Products: homogenizers, Kombina- 
tors, pumps, pipe couplings. 

John Marco, pres.; J. William 
Smith, Jr., v.p. & secy.; Allison F. 
Fleitas, treas. 

MARWYN DAIRY PRODUCTS 
CORP., 141 W. Jackson Boule- 
vard, Chicago 4, Ill. 

Products: butter, cheese, sweet 
cream—fluid, frozen and plastic evap- 
orated milk, sweetened 


]. B. Magnus, 


publication 


condensed 
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skim milk, powdered milk—roller and 
spray process, 

Mark H. Fox, president; Robert E. 
Scholes, vice president; Gilbert C. 
Hallawell, general manager. 

MERCKENS CHOCOLATE CO., 
INC., 7th & Jersey Strs., Buf- 
falo, N. Y. 

Products: chocolate coatings, li- 
quors and cocoa powders. 

August Merckens, pres.; Wm. 
Merckens, vice pres.; Wm. M. Arm- 
strong, treas.; Theodore Merckens, 
sec.; Gerdner E. Beach, Pacific Coast 
megr.; Robt. E. Chumasero, Jr... New 
York City mgr.; R. E. Rice, Boston, 
mgr.; C. L. Kingsley, Buffalo rep.; M. 
D. Handler of Handler & Merckens, 
Inc., Chicago rep. 

MINNESOTA MINING & MFG. 
CO., 900 Fauquier Ave., Saint 
Paul 6, Minn. 

Products: “Scotch” cellulose tape 
and dispensing equipment manual and 
automatic. 

MONSANTO CHEMICAL CO., 
1700 South Second St., St. Louis 
4, Mo. 

Products: 

Ethavan, 


benzoic acid, coumarin, 
methyl salicylate, phos- 
phoric acid, sodium benzoate, vanillin, 
and other chemicals. 

Charles Belknap, pres.; Edgar M. 
Queeny, chmn. of bd.; W. W. Schneid- 
A. Ulmer, treas.; F. C. 
Renner, gen. mgr. sales, Organic Div.; 
R. F. Chaulk, asst. mgr. sales, Flavors 


er, sec.; F. 


Eg. 3. 
Phos- 


New 


& Condiments, Organic Div.; 
Weatherly, gen. mgr. sales, 
phate Div.; V. E. Williams, 
York, 
NATIONAL ADHESIVES DIVI- 
SION of NATIONAL STARCH 
PRODUCTS, INC., 270 Madison 
Avenue, New York 16, N. Y. 
Products: glues, gums, pastes, syn- 
thetic resin adhesives for every pack- 
aging requirement. 
NATIONAL EQUPMENT CO., 
153 Crosby St., New York 12, 
m &. 
Products: confectionery and choc- 
olate machinery. 
NATIONAL MERCHANDISERS, 
330 So. Wells St., Chicago 6, Ill. 
Products: candy packagings, toys, 
paper goods, wooden chests, leather 
goods—billfolds and purses, 
A. B. Northrop, Jr. 


NATIONAL RIBBON CORP., 444 

4th Ave., New York, N. Y. 
Products: ribbon manufacturers. 
Harry Veeder, Alfred Veeder. 


NATIONAL STARCH PROD- 
UCTS, INC., 270 Madison Ave- 
nue, New York 16, N, Y. 
Products: confectioners’ starches 
(molding and thin boiling), starch 
specialities for ice cream cones, nut 
glazing, syrups, all food 
Also, adhesives for 
packaging. 


purposes. 
wrapping and 
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WHAT TS RLAVOR 
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Flavor is the base upon which you’ve built your 
entire organization. Flavor is the competitive advan- 
tage enjoyed by a distinctive appeal to the palate. 


Because we fully realize the importance of our 
contribution to your flavor- 
ing program, we guard 
with jealous eyes our rep- 
utation for rich, whole- 
some flavoring ingredients. 


Imit. 
COCONUT 
FLAVOR + 14 


Write us for free sam- 
ple and quotation of 
this flavor, a real 
“dry" coconut flavor, 
with amazingly nat- 
ural character. Does 
not have that “fatty” 
taste so common to 
most old fashioned 
flavors of this type. 








36-14 35th St. 
Lone Isctanp City 
New York 


Cuicaco, St. Louis 
SAN FRANCISCO 
Los ANGELES 


POLAKS <Pecdae WORKS 
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REG. U. S. PAT. OFF. 


TWICE as SWEET 
THRICE as FLUID 


as ordinary corn syrup 


A camel’s claim to fame is its ability to go 
without water for long periods of time. 
*“SWEETOSE” means greater profit for you 
because—when you use this exclusive, Staley 
All-Purpose Sweetener— your products have a 
higher percentage of moisture retention. With 
“SWEETOSE” essential moisture is properly 
distributed throughout the product improving 
the texture and appearance— greatly extending 
the shelf-life. Plan to include “SWEETOSE” 
in your post-war formulas—for then, present 
restrictions will be lifted and the supply of 
“SWEETOSE” will be less limited. 


*“SWEETOSE” Reg. Trade Mark for Staley’s Enzyme Converted Corn Syrup. 


A. E. STALEY MFG. COMPANY 
Sialeys 


DECATUR Tee Es 
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NEUMANN-BUSLEE & WOLFE, 

INC., 224 W. Huron St., Chicago 
10, Hl. 

Products : 

tial oils, Certified colors, vanillin. 


Trutaste flavors, essen- 
John Busless, pres.; Nicholas A. 
Kern, Sec. 


NULOMOLINE CO., THE, 120 
Wall St., New York 5, N. Y. 

Products: Nulomoline — standard- 
ized invert sugar & syrups. Convertit— 
standardized invertase. 

Branches in Boston; Chicago; Wil- 
mington; N. C.; New Orleans, La.; 
Los Angeles & San Francisco, Calif; 
Seattle, Wash.; Portland, Ore.; Port- 
land,, Me.; Nulomoline Ltd., Mon- 
treal. 


OAKITE PRODUCTS, INC., 36C 
Thames St., New York 6, N. Y. 
Products: cleaning, descaling, germ- 
icidal, deodorizing, disinfecting ma- 
terials. 
Technical service representatives 
located in all principal cities of the 
U. S. and Canada. 


PACKAGE MACHINERY CO., 
Springfield, Mass, 
Products: packaging machines. 
Roger L. Putnam, chrm. of bd.; G. 
A. Mohlman, pres.; Tom Miller, vice- 
pres.; E. Lovell Smith, vice-pres.; 
T. A. Mohlman, J. R. Tindal, A. B. 
Hull, Harold Mosedale, E. G. Wes- 
tervelt, T. L. Jefferson, F. M. Taylor, 
M. N. Allen, Clement Robillard, V. 
Pepitone. 
PACK-RITE MACHINES, 828 N. 
Broadway, Milwaukee 2, Wis. 
* Products: heat sealing equipment. 


PENICK & FORD, LTD... 420 
Lexington Ave., New York, N. Y. 
Products: corn syrup and corn 
starches. 
D. P. O’Connor, N. M. Kennedy, 
H. A. Horan, P. G. Wear. 


PICKRELL & CRAIG 
Louisville, Ky. 

Services : brokers. 

PITT & SONS CO., THE C. M., 
Key Highway & Boyle St., Balti- 
more, Md, 

Products: Maraschino cherries, 
glace cherries, glace pineapple, orange 
peel, lemon peel, citron, diced mixed 
fruits. 

H. J. Thurber Co., Chicago; George 
F. Reid, Cleveland; W. B. Parker, 
New England; Phil Naas, East; Wil- 
liam R. Cass, Southeast. 

POLAK & SCHWARZ, INC., 667 
Washington St., New York 14, 
N. Y. 

Products: true fruit extracts, forti- 
fied fruit extracts, imitation fruit and 
nut flavors, fortified vanilla flavors, 
basic fruit candy oils, imitation rum 
oils and flavors, 

J. A. J. Wynmalen, pres.; C. G. 
Jackson, sales mgr. 


POLAK’S FRUTAL WORKS, 
INC,. 36-14 35th St., Long Island 


CcO., 
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City 1, N. Y. : 

Products: fruit flavors, imitation 

flavors, other natural flavors, essen- 
tial oils, terpeneless oils. 


PREFERRED MILK PROD- 
UCTS, INC., 508 Fifth Avenue, 
New York 18, N. Y. 

Products: sweetened condensed 
milk, whole or skimmed; powdered 
milk, roller or spray dry; whole and 
non-fat dry milk solids. 


PRESTIGE PRODUCTS COM.- 
PANY, 261 Fifth Avenue, New 
York 16, N. Y. 
Products: Prezanilla Mexican va- 
nilla bean base, imitation vanilla 
flavor. 


PURNELL, J. W., 1303 Amherst 
Ave., Richmond 22, Va. 

Service: confectionery brokerage 
for Virginia, North and South Caro- 
lina. 

REFINED SYRUPS & SUGARS, 
INC., Yonkers 1, N. Y. 


Products: Flo-Sweet liquid sugar. 


REFRIGERATIONN CORPORA. 
TION OF AMERICA, 241 West 
64th St., New York 23, N. YY. 
Products: refrigerated candy case. 
John Bess, pres.; 
V.p. 


REMUS, EDWARD & CO.. INC., 
11 West 42nd St., New York, 
Te Me 
Products: pure anise extract, flav- 
ors, essential oils. 


REPUBLIC STEEL CORPORA. 
TION; General Offices, Republic 
Bldg., Cleveland 1, Ohio. Alloy 
Steel Division, Massillon, Ohio. 

Products: Republic Enduro stain- 
less for confectionery equipment— 
manufacturing and packaging, 

T. M. Girdler, chmn.; R. J Wysor, 
pres.; N. J. Clarke, v.p.-sales ; J. M. 
Schlendorf, asst. v.p-sales; M. H. 
Schmid, mgr. of sales, Alloy Steel 
Division. 
cities. 


REYNOLDS METALS COM- 
PANY, Reynolds Metals Bldg., 
Richmond 19, Va. 

Products: aluminum foil, 
colored, embossed; 
candy bar wraps; aluminum foil, 
chewing gum wraps; aluminum foil, 
bags—plain and printed; aluminum 
foil, box coverings— printed, em- 
bossed, colors 

Sales offices in all principal cities. 

RIEGAL PAPER CORPORA- 
TION, 342 Madison Ave., New 
York 17, N. Y. 

Products: plain, waxed, laminated, 
coated glassines, greaseproofs, sul- 
phites, plain and printed, 

ROSS & ROWE, INC., 75 Varick 
St., New York 13, N. Y.; Wrigley 
Building, Chicago 11, Ill. 


Products: lecithin products. 


Harvey Farber, 


Sales offices in principal 


plain, 
aluminum foil, 





J. Edward Rowe, W. F. Schlesinger, 
J. E. Lynch, J. P. Booker, O. M 
Stout, W. K. Hilty. 


ROTO-LITH, LTD., 30-32 West 
13th St., New York I1, N. Y. 


printing of cellophane, 
acetate, pliofilm, foil and glassine. 
Harry Borak. 


SAVAGE .BROS. .CO., ..2638 
Gladys, Ave., Chicago, Ill, 


Products: confectionery machinery ; 
steam jacket kettles; Bakers’ and 
Confectioners’ furnaces ; rebuilt equip- 
ment. 

R. J. Savage, Sr.; R. E. Savage; 
R. J. Savage, Jr.; M. J. Linden; W. 
P. Halpin, R. W. Emerson. 


SCHIMMEL & CO., INC., 601 
West 26th St... New York 1, N. Y. 


Products: flavoring bases and spe- 
cialties, essential oils, aromatic chem- 
icals and perfume bases 

Representatives: W. J. R. Alex 
ander, 111 E. Fourth St... Cincinnati 
2, O.; Marvin P. Yates, Rooms 1601- 
1603 Arcade Bldg., St. Louis 1. Mo.; 
J. H. Hille, 160 E. Illinois St. Chi- 
cago 1], Ill.; A. G. Spilker & Sons, 
1709 W. 8th St., Los Angeles 14, 
Calif.; A. G. Spilker & Sons. Mills 
Tower, San Francisco 4, Cal’. 

SIMMONS DAIRY PROD CTS, 
LTD., 13 W. Front St., Cincin- 
nati 2, Ohio. 


Products : 


milk. 


SOLVAY SALES CORPORA- 
TION, 40 Rector St., New York 
6, N. Y. 
Products : potassium carbonate, am- 
monium bicarbonate. 


SPEAS COMPANY, 2400 ‘\ichol- 
son Avenue, Kansas City, M >. 


Services: 


powdered and condensed 


Products: pectin “Confecto-!el” for 
confectioners. 
Powell Williams, vice-pres 
STALEY, A. E., MFG. CO.. De- 
eatur, Ill. 


Products: refined corn 
soybean products. 


STANDARD SYNTHETICS.INC., 
30 W. 26th St., New York 10, 
N. ¥. 


Products : 


products, 


essential oils «i anise, 
cassia, orange, lime, etc., flavors con- 
fectionery, all types imitation flavo: 
oils. 
Ed. Sinclair and Ralph Crow of 
Chicago. 


STANGE, WM. J. CO., 
Monroe St., Chicago, Ill. 


Products: certified food color, 
Wm. B. Durling, pres.: F. M. 
Hartigan, sec.-treas. 
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Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 


FROZEN WHITE « FLAKE ALBUMEN « POWDERED ALBUMEN 
¢ also EGG YOLK: FROZEN OR DRIED 


SPRAY ALBUMEN 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CORP. OF america) 
393 Seventh Avenue, New York 1, N. Y. 


Plants at: witcHiITA 





FALLS CHICKASHA McKENZIE NASHVILLE 
Texas Oklahoma Tennessee Tennessee 
ee . 
STEHLING, CHAS. H. COM- TAFT, R. C. CO., 427 West Ran- UNITED DAIRY EQUIPMENT 


PANY, 1303 No. 4th Street, Mil- 
waukee, Wis. 
Products: steam jacketed chocolate 
mixers. 
Representatives: R. S. Hislop, 1517 
Grange Ave., Racine, Wis. 


SWEETNAM, GEORGE H., INC., 
282-286 Portland St., Cambridge, 
Mass. ig! 
Products : candy mats, dipping papers, 
shredded papers, globular parchment, 
glassines, wax papers, embossed 
papers, chocolate dividers, boats and 
trays, layer boards, die-cut liners, 
partitions, protection papers. 
Lee H. Douglas, Philadelphia; P. 
W. Steinbecker, Detroit; J. A. Hughes, 
Los Angeles, A. K. Cockerell, Fort 
Worth; C. D. Vickers Co., Chicago; 
General Brokerage Co., New Orleans. 


SWIFT & CO., Chicago, II. 


Products : 


SYLVANIA INDUSTRIAL COR- 
PORATION, 122 East 42nd St., 
New York 17, N. Y. 


Products: Sylvania cellophane. 


TAFFEL BROS. INC., 95 Madi- 
son Ave., New York 16, N.Y. 
Products: novelty ribbons and tyes 
for all occasions, 


“Brookfield” albumen. 


for May, 1945 


dolph St, Chicago 6, Il. 
Products: ribbons, satins, megsa- 
line, novelty ribbons, ready-made 
bows and rosettes. 


M. Johnson, H. F. Hoffman. 


TRANIN EGG PRODUCTS CoO., 
217 Oak St., Kansas City 6, Mo. 


Products: dried and frozen eggs. 


TRAVER CORPORATION, 358- 
368 W. Ontario St., Chicago 10, 
Ill. 


Products: cellophane, glassine and 
foil multicolor printed candy bar and 
box wrappers in sheets or rolls; cello- 
phane and foil bags, plain and print- 
ed; all-size cellophane tubing; Lox- 
Tite box partitions, dividers and 
layers. 

George W. Traver. 


UNION SALES CORPORATION 
distributor for UNION STARCH 
& REFINING CO., N, E. Cor. 
Third & Washington Strs., Co- 
lumbus, Ind, 
Products: corn syrup and caramel 
color. 


UNION STANDARD EQUIP- 
MENT CO., 318 Lafayette St., 
New York 12, N. Y. 
Products: used and new chocolate 
and confectionery machinery. 


CO., West Chester, Pa. 


Products: “Mechanical Cow” which 
pasteurizes, homogenizes, clarifies and 
cools milk products. 


VAN BRODE MILLING 


Cameron St.. Clinton, Mass. 


CO., 


Products: flakes: corn, wheat, bran, 
rice and crisp rice; puffs, wheat and 


rice, 
David Brody, gen. mgr.; Fred 
Swartz, prod. megr.; Herman F, 


Bruder, sales dir.; Helge I. Carlson, 
controller. 


WARFIELD CHOCOLATE DI- 
VISION, THE WARFIELD COM- 
PANY, 536 West 22nd St., Chi- 
cago 16, Ill. 


Products: chocolate coatings and 
liyuors, cocoa powders, bon bon coat- 
ings. 

J. D. Warfield, Jr., president; Paul 
M. Hershey, vice pres. and sales mgr. 


WARREN BROS. CORP., (form- 
erly EPPELSHEIMER & CO.) 
34 Hubert St., New York, N. Y. 


Products: molds for chocglate. 

W. H. Warren, pres.; J. D. Warren, 
v.p.; W. D Warren, treas.; A. W. 
Venino, sec. 
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NUTRL-JEL 
Powdered Pectin for 
making jams, jellies, 


preserves 


CONFECTO-JEL 


A powdered Pectin 
product for making 
better Jellied Candies 


APPLE VINEGAR 
and other Apple 


Products 


N \\ 
Wem” 


WERNER, JOHN & SONS, INC., 
INC., 713-729 Lake Ave.. Ro- 
- chester, N, Y. 


Products: confectionery machinery. 
Charles Werner, Theodore Werner 


W-E-R RIBBON CORP., 440 
Fourth Ave., New York, N. Y. 


Products: staples, novelty ribbons, 
ribbonzene, gauze, patriotic ribbons 


WHITSON PRODUCTS, Division 
of THE BORDEN COMPANY, 
350 Madison Ave., New York 17, 
N. Y. 
Products: SOV bean products 
Canadian distributor: H. Lawton & 
Co., Toronto. 


WOOD & SELICK, INC., 36 Hud- 
son St.. New York 13, N. Y. 


Products: flavoring extracts, colors, 


shelled nuts, spices, and specialties. 
Charles Triller, pres.; Abram 5S. 
Dutcher, vice-pres.; Edwin J. Frtz, 

asst. treas.; Harold E. Selick, sec 


Frank Forbes, sales mer 


@ Mr. Wm. Cleary. of the W. A. 
Cleary Corporation, New Brunswick. 
N. J., spent some time in California 
on business. 
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customers . 


‘is better than none! 


Uncle Sam’s requests for Apple Pectin must be met... 
the balance of our output we divide among our 

. . and we appfeciate your patience and 
forbearance . . . we hopesthat before another 

apple crop is ripe on the trees we can again offer you 


the other half of the Speas Apple. 





: [ 


PLANTS IN APPLE REGIONS FROM THE ATLANTIC TO THE PACIFIC a” N 





ISPEAS BOMDA Ye 


General Offices 
— ae: = a 
Report on = Suen Hearings 

The hearings on the sugar situa- 
tion before a sub-committee of the 
House Executive Agencies Investi- 
gating Committee began March 20. 
Representative John J. Delaney 
(Dem., N. Y.), chairman of this 
committee, conducted the hearings. 

Mr. Russell Burbank of Rockwood 
& Company spoke for the chocolate 
industry and presented complaints 
against the method used by the Of- 
fice of Price Administration in han- 
dling claims for sugar for chocolate 
manufacturers in hardship cases. 

Mr. E. O. Blomquist of E. J. 
Brach & Son, Chicago, Illinois. 
Chairman of the Food Supply and 
Allocations Committee of the Food 
Industry War Committee made a 
complete statement with regard to 
the over-all sugar situation. 

Mr. Blomquist pointed out that 
the Government agencies for a pro- 
tracted period had not called upon 
the Industrial Advisory Committee 
of the Food Industry War Commit- 
tee for advice, and that a number 
of industrial user groups had never 
been invited to form committees rep- 
resenting their industries. 

Mr. Henry Chapman of the New 
England Confectionery Company 
spoke for the confectionery indus- 
try. 


Kansas City, Misnoury.. 





Brach Donates to canine: Fund 


E. J. Brach & Sons, Chicago, have 
made a gift of $10,000 to the Ar- 
mour Research Foundation’s general 
fund. Half of this amount has been 
allocated to the purchase of library 
books with a like amount to be re- 
served for the purchase of additional 
equipment for the Chemical Engi- 
neering group. The candy firm made 
a similar general fund gift a year 


ago. 


Candy Value $60,000,000 


Output of American candy in 1944 
totaled nearly $650,000.000, accord- 
ing to an estimate made public re- 
cently by Philip P. Gott, president. 
National Confectioners’ Association. 
and based on preliminary reports by 
the Department of Commerce. This 
is an increase of 13 percent over 
$575,000,000 in 1942 and an 8 per- 
cent advance in poundage to an all- 
time high of 2,750,000,000 pounds 
compared to 2.561.000, pounds in 
1943. “Much of the increase is be- 
cause of enormous purchases by the 
government, for which the manufac- 
turers are permitted to buy special 
allotments of sugar, chocolate, pea- 
nuts and other ingredients unde 
federal regulations,” Mr. Gott said. 
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J. A. Scanlen of Australia 
Visits His American Friends 


Mr. J. A. Scanlen, Managing Director, Scanlen’s Food 
& Confectionery Co., Pty. Ltd., Sydney, N. S. W., Aus- 
tralia, is enjoying another visit to the United States. 
This is Mr. Scanlen’s fourth visit, previous trips bring- 
ing him here in 1922. 
1932, and 1937. 

The confectionery in- 
dustry in Australia has 
shown remarkable 
growth since the year 
1900, when there existed 
only 32 establishments 

Mr. Scanlen is mak- 
ing the journey to deal 
with several matters out- 
side the confectionery 
industry, but believing 
that the post war market 
in Australia holds grcat 
possibilities for develop- 
ment, he is _ naturally 
anxious to exchange 
ideas with American in- 
terests. 
employing in all 1,437 persons. By the end of 1938, there 
were 204 establishments employing 8,236 persons. And 
the total value of production was $20,000,000. The 
population of Australia is only about 7,000,000. 





At present, the Scanlen company is engaged in manu- 
facturing and wholesale distribution. Originally, the 
company functioned purely as a general merchandising 
and distributing organization, and regularly imported 
large quantities of gum and candy. These lines together 
with a large range of domestic products were distributed 
nationally. Following the acquisition of the “Goblin” 
brand name, the company’s interest in manufacturing 
became keener. War conditions have influenced the 
Australian industry and today only the simplest confec- 
tionery is produced in order to comply with Common- 
wealth Government policy. 

The existing government in Australia is definitely 
labor and does a great deal for the workers and their 
conditions. The result has been excellent cooperation 
from the workers for the war effort. 

There is invested in Australia by United States in- 
terests some $500,000,000 by such concerns as Goodyear. 
Wrigley’s, Jantzen, and others with factories built there. 
and their capital investments are as safe there today 
as they ever were, and much safer than in many other 
countries. 

Australian Sugar Production Growing 

Foreign Commerce Weekly, Vol. XIX, No. 5, April 
28, 1945, gives a digested article from a report by Mr. 
Joseph P. Ragland, U. S. Consul, Brisbane, entitled “Aus- 
tralia Produces Sugar in Surprising Quantities.” 

The production of refined sugar in 1945 is expected 
to be about the same as in 1944, namely about 425,000 
long tons. 

“The sugar industry of Australia is protected by a 
prohibition against imports, in consideration for which 
the industry makes refined sugar available at wholesale 
prices specified in an agreement between the Common- 
wealth and the State governments. The normal price 
since 1932 for raw sugar sold to refineries has been 
£24 per long ton, but in recent years a slightly smaller 
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Only 
EXTRIN- AR- 


can taf for butter... 






: Sane 

... Says the maker of these §2 candies! 
Because it fills a vital need in fine candy-making. 
Because it is even more uniform than butter. 


Because it goes further, stays sweeter, than synthetic 
chemical butter flavorings. 

Because it stands the shelf-life test best. 

No Points! Unconditionally guoranteed! Order trial gallon today! 

EXTRIN FOODS INC., 70 Barclay St., New York 7, N. Y. 


AamCULTURED EXTRIN + AA-mam 
THE BUTTER FLAVOR 


TO REPLACE BUTTER 
AND IMITATION 
BUTTER FLAVORINGS 
A CULTURE, 
nota 
chemical 




















ALWAYS GUARANTEED 


A 40-lb. tub of EXTRIN AA imparts as 
much true butter flavor as 3 tons of butter 
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CORN PRODUCTS SALES CO. 


17 BATTERY PLACE, NEW YORK 4,'N. Y. 








amount has been realized. The domestic price of refined 
sugar is fixed at 4d per pound at the State capitals. This 
fixed domestic price enables sugar to be exported at 
world parity prices. 

“Production of refined sugar has increased during the 
war years, doubtless owing to curtailment of the export 
of raw sugar because of shipping difficulties and in- 
creased commitments of refined suggest themselves.” 


Sanitation Discussed at NCA Meeting 

Plant sanitation was the subject of a special meeting 
of confectionery factory managers, superintendents, per- 
sonnel directors and principals in Chicago April 4 under 
the auspices of the National Confectioners’ Association 
Postwar Planning Committee, Charles F. Scully, William- 
son Candy Co., Chicago, general chairman. Dr. William 
H. Haskell, United States Public Health Service, was the 
chief speaker. 

Stressing the nature of the general understanding of 
conditions in the confectionery industry, Mr. Scully 
pointed out that in the Leo Burnett Company survey. 
the healthfulness of candy was rated next to last or last 
among six classes of food, by various types of authorities 
interviewed. 

Mr. Scully paid special tribute to the accomplishments 
of Charles R. Adelson, Delson Candy Co., New York 
City, chairman of the postwar planning sub-committee 
on machinery sanitation, in promoting the re-designing 
of factory equipment to facilitate maintenance and cleans- 
ing, and by Cecil H. McKinstry, Imperial Candy Co., 
Seattle, heading the postwar planning sub-committee on 
plant sanitation, in preparing a survey and treatise on 
factory “good housekeeping”. 

“Plant sanitation, nevertheless, cannot be undertaken 
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as a collective program,” he pointed out. “There surely 
can be collective education on the subject, however. San- 
itation itself is a question to be determined by the indi- 
vidual plant.” 

“The United States Public Health Service acts in an 
advisory capacity only,” Doctor Haskell declared. He 
paid a tribute to the “obvious sincerity” of the N. C. A. 
Postwar Planning Committee, with special attention to 
the work being done by the Adelson and McKinstry 
committees. Doctor Haskell said that efficient sanitary 
procedures should be a major consideration of the in- 
dustry, because they play an important part in the ap- 
pearance and palatability of candy and the prevention 
of disease transmission and, thus, the maintenance of 
consumer confidence and consumer health. 

The contamination of raw materials and machinery 
and the need for correct personal hygiene methods were 
cited as having important bearing on the whole general 
subject of plant sanitation. 

Recommended to the industry as principal considera- 
tions in any study of plant sanitation were: 

Proper plant construction for easiest cleaning, ade- 
quate light and ventilation; improvements in machine 
design to facilitate cleaning; more effective detergents 
for cleaning machinery; better control of fumigation: 
scientific rodent control, rated as one of the most im- 
portant factors; proper technique in the better bacteri- 
cidal treatment of equipment; public health education of 
employees; enactment and enforcement of laws govern- 
ing the manufacturing arid sale of all candies in intra- 
state as well as interstate trade; the employing of an 
Association public health engineer. 

Doctor Haskell suggested for me by individual candy 
manufacturers an intensive course for employee educa- 
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tion, lasting three or four hours and using visual ma- 
terial, slides and motion pictures to teach the rudiments 
of bacteriology and the transmission of disease, insect 
and rodent control, sterilization of equipment, food 
preservation and personal hygiene. He referred to simi- 
lar training given restaurant, Pennsylvania railway din- 
ing car employees and others. 
Peanut Council Meets in Texas 

Present problems and future outlook of peanuts as a 
major agricultural crop in Texas and the southwest were 
considered by the board of directors of the National 
Peanut Council, meeting at the Hotel Texas, Fort Worth. 
April 16. In session with the Council were leaders of 
the Southwest Peanut Growers’ Association which held 
its annual meeting on April 17, also in Fort Worth. 

Problems confronting the peanut industry in the 
southwest were discussed by E. D. David, manager, South- 
western Peanut Growers Assn., of Gorman, Texas, and 
John Haskins, secretary of the Southwestern Peanut 
Shellers Assn., Durant, Okla. 


Lamont, Corliss Elects Officers 

At a meeting of the Board of Directors of the Lamont, 
Corliss Company held April 5, the following were elected: 
Robert H. Cory, President; Wm. K. Wallbridge, Execu- 
tive Vice President; Clive C. Day, Vice President; Gor- 
don Lamont, Vice President; Lloyd V. Young, Vice Pres- 
ident; George Elliott, Secretary and Treasurer. 





Pecan Company Holds Meeting 
The Champion Pecan Machine Company and Co-opera- 


jor May, 1945 
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\ i HRLEDY See your Swift Salesman or write, phone 
<9 \\\ or wire your nearest Swift Branch. 
















Economical, too . . . Swift's Brookfield Dried 
Albumen goes so much farther! Swift's Brook- 
field Dried Albumen gives the airy, foamy, yet firm 
whip you want. Made by a special patented process, 
it dissolves quickly . . . requires no soaking . . . never 
clumps. Only select fresh whites are used in preparing 
Swift’s Brookfield fluff dried Albumen. . . and 
all the natural color and bland flavor are pre- 
served. Try it... you'll be delighted with 


the results. 


2 


tive Pecan Sales Company, Inc., held their annual stock- 
holders’ and directors’ meeting on March 28. 1945 on 
the occasion of the firm’s eighth birthday. Officials and 
other businessmen met with the company’s president, 
Mr. H. A. Wittliff, Sr.. for luncheon and a showing of 
the company’s technicolor motion picture on the opera- 
tions of the two companies. 


First Machinery Issues Catalog 


The First Machinery Corp. has issued a new 96 page 
general catalog, No. 45. in color. Industries served by 
the corporation are covered by listing equipment avail- 
able together with process flow sheets. The Food Pro- 
cessing section will interest confectioners, especially, 
though many needed pieces of equipment may be found 
on other pages, as for example, factory handling equip- 
ment, peanut butter machinery, agitators, granulators, 
food choppers, stainless steel kettles and pans. and port- 
able welders are among the many items listed. This 
guide to industry catalog should provide candy plant 
engineers with ideas galore. 


General Foods Names Marks as Controller 


Wayne C. Marks, who has served as acting controller 
since January, has been named controller of General 
Foods Corporation, Robert L. Garner, vice president, 
has announced. Mr. Marks joined the sales analysis de- 
partment of the company in 1926, and has worked in 
various financial capacities since that time. Frederick 
J. Otterbein has been appointed assistant controller. He 
was formerly manager of Price, Waterhouse & Co. 
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THE INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 
ing themselves of this valuable service to our subscribers. Any one of these samples may be yours. 
This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Easter Candies and Packages 


CODE 5A45 
Assorted Chocolates—1 1b.—75c 

Sent in for Special Analysis No. 4466 

Appearance of Package: Good. 

Box: Two layer, full telescope, yellow 
printed in red and black, cellulose 
band. 

Appearance of Box on Opening: Fair. 

Number of Pieces: 24 dark coated, 13 
light coated. 

Coatings: Light and dark. 

Colors: Good. 
Gloss: None. 
Strings: Fair. 
Taste: Fair. 
Dark Coated Centers: 
Chocolate Cream: Fair. 
Pink Cream: Rank flavor. 
Yellow Cream: Could not identify 
flavor. 
White Cream: Poor Coconut flavor. 
Yellow Cream: Rancid flavor. 
Vanilla Marshmallow: Tough. 
Grape Cream: Poor flavor. 
Light Coated Centers: 
Chew: Very tough. 
Dates: Good. 
Almonds: Good. 
Chocolate Caramel: Had a scrap 
taste. 

Assortment: Fair. 

Remarks: Coating or dipping room 
conditions need checking up as both 
light and dark coatings did not have 
any gloss. Poorly made cream cen- 
ters. Very cheap and rank flavors. 
Too much color used in cream cen- 
ters. Suggest the manufacturing of 
the centers be checked up. 

The Clinic has examined better 
Chocolates at 50c the pound. 





CODE 5B45 
Assorted Chocolates—1 lb.—$1.50 
(Purchased at a candy stand in a 
theatre, Chicago, Il.) 
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Appearance of Package: Fair. 

Box: One layer type, white embossed 
paper ‘printed in red, girl’s head 
pasted yon right side, tied with red 
ribbon, 

Appearance of Box on Opening: Fair. 

Number of Pieces: 9 dark coated, 11 
light coated. 
shaped. 

Coatings: Light and dark. 

Colors: Good. 
Gloss: Good. 
Strings: Fair. 
Taste: Fair. 

Dark Coated Centers: 

Caramel, marshmallow and a cherry 
in the center. 
Caramel: Good. 
Marshmallow: Tough. 
Cherry: Good. 
Light Coated Centers: 
Same as dark coated 


All pieces were square 


Assortment: None. 

Remarks: Very cheap box and cheap 
looking. Box is too large for one 
pound of candy. Very cheap coat- 
ings and did not have a good choco- 
late taste. We of the Clinic think 
the center is a very poorly made 
piece of candy and is not good eat- 
ing. Quality of coating and center 
is poor. 

The Clinic has examined better 
candy at 60c the pound. 





CODE 5C45 
Easter Greetings—1 lb.—$1.00 
(Purchased in a drug store, Chi- 
cago, Ill.) 


Appearance of Package: Very cheap 

looking. 

Box: Container, telescope type, print- 
ed yellow, green, lavender and blue 
chicks, rabbits, etc. 

Inside container, a real board tray, 


printed in red and green. Cellulose 
wrapper. Blue seal Easter Greet- 
ings. White slip printed with in- 
gredients and name. 

Contents: 

Four large ‘half, egg-shaped gums, 
sugared: 

Flavors: Good. 

Colors: Good. 

Texture: Good. 

Sugared Assorted Jelly Slices: 

Colors: Good. 

Texture: Good. 

Flavors: Good. 

4 cellulose bags of sugared hard 
candy drops: Colors: Good. Fla- 
vors: Poor. 

Small Marshmallow Rabbit: Fair 

Cellulose bag of panned pieces of 
nuts: 

Colors: Good. 

Panning: Good. 

Finish: Fair. 

Flavors: Fair. 

Two cellulose bags of Opera Gum 
Drops: 

Colors: Good. 

Texture: Good. 

Flavors: Fair. 

Assortment: Too small. 

Remarks: Quality of the candy is not 
up to the standard of this priced 
candy. Suggest flavors be checked 
up and a better quality used. A 
very highly priced box at $1.00 the 
pound. Both outside and inside con- 
tainers were of the cheapest quality. 

CODE 5D45 

Assorted Chocolates—1 lb.—$1.25 

Sent in for Special Analysis No. 4465 

Appearance of Package: Fair. 

Box: One layer, buff color, embossed 

paper, printed in blue. 

Appearance of Box on Opening: Bad 
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For IMPROVED SUMMER CANDIES and other 
YEAR-ROUND confections -- use 


MARWYN’S POWDERED WHOLE MILK 


(ROLLER PROCESS) 


C New Up to the Minute Formulas For 
ER QUALITY FUDGE AND SUMMER GRAINED CARAMELS 
Are Available 


Powdered whole milk, containing 26'2‘¢ of butterfat, improves the 
sales-provoking quality and flavor of your products. 

By using larger quantities of powdered whole milk in a given formula 
you can increase the poundage yield of the batch without having to in- 
crease the amount of sugar used. 


ua Simplified formulas will be supplied for Fudges, Grained Caramels, 
ak Grained Nougat, Seafoam Kisses, Roll Cream Centers, Cast 
in- Cream Centers and others—write 


| | MARWYN DAIRY PRODUCTS CORPORATION." ™iACKsoN routevaro 











The Automatic 
Hard Candy Machine 
Model E 


For producing all hard candies of 


1ard 
Fla- 


; of 
spherical shape. 


Balls 


yum - 
' Kisses 


Barrels 

Eggs 
; Olives, etc. 
no 


iced 
“ked One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 


Our Model E incorporates all the 


the 
con- 
lity. . . 
developments of previous experience 


—Prepare now for peace. 


John Werner & Sons, Inc. 


ROCHESTER 13, N. Y. 
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Number of Pieces: 17 light coated, 12 

dark coated, 2 Nut Truffles. 

Coating: Light and Dark. 

Colors: Good. 

Gloss: None. 

Strings: Fair. 

Taste: Light coating: Good. Dark 
Coating: Fair. 

Dark Coated Centers: 

Mint Cream: Good. 

Pecan Clusters: Good. 

Vanilla Caramel: Tough. 

Pecan Cream: Dry and hard. 

Pink and White Cream: Could not 
identify flavor. 

Dark Cream and Pecans: Dry and 
hard, could not identify flavor. 

Light Coated Centers: 

Dark Cream and Pecans: Fair, could 
not identify flavor. 

White Cream: Lacked flavor. 

Truffles: Center: dry. 

Cherry: Good. 

Vanilla Caramel: Tough. 

Maple Cream: Rank maple flavor. 

Dark Cream: Could not identify fla- 
vor. 

Assortment: Too small. 

Remarks: Very cheap box for this 
priced candy. Box is too large for 
one pound. Dust from Truffles was 
all over the chocolates, suggest Truf- 
fles be wrapped in cellulose. Choco- 
late colored glassine cups would look 
better than white cups. 

Suggest cream centers be checked 
up as they were in all kinds of con- 


dition, some were soft, some dry 
and some dry_and hard. 

Suggest flavors be checked and 
better flavors and enough of flavor 
used to give the center a good taste. 
Assortment is entirely too small for 
a pound. 

The Clinic has examined choco- 
lates of better quality at 70c and 
80c the pound. 


Code 5E45 


Rum and Butter Chews— 
3 ozs.—10c 
(Purchased in a drug store, 
Chicago, Ill.) 
Appearance of Package: Good. 
Box: Folding in Easter colors and 
rabbits. 
Contents: Wax wrapped Chews. 
Color: Good. 
Texture: Good. 
Flavor: Very little. 
Remarks: Suggest more flavor be used 
as this type of candy is not good 
eating unless it is well flavored. 


CODE 5F45 
Coconut Cream Loaf—! lb.—69c 
(Purchased in a department store, 
Chicago, Ill.) 
Appearance of Package: Fair. 
Box: White, printed in brown and 
green. 
Coating: Dark. 
Color: Good. 
Gloss: None. 


Taste: Very cheap coating. 

Center: 

Color: Good. 
Texture: Very tough. 
Taste: Poor. 

Remarks: A poorly made cream cen- 
ter, lacked flavor and coconut. The 
Clinic has examined far better cream 
eggs at 30c. Very highly priced at 
69c the pound. 


CODE 5G45 


Easter Novelty Engine— 
no weight—59c 
(Purchased in a 5 & 10c store, 
Boston, Mass.) 

Appearance of Novelty: Good. Cut- 

out board engine in red, yellow 
and blue. Duck engineer. 

Contents: 

One Peanut Bar, glassine wrapper, 
printed in red. Color: Good. Tex- 
ture: Good. Taste: Fair. 

Four salt water Taffy Kisses, 
wrapped in wax paper. Color: 
Good. Texture: Too hard. Fla- 
vor: Fair. 

One Gum Rabbit Head, orange col- 
or, printed wrapper 
Color: Tough. 
Flavor: Fair. 

Remarks: Highly priced novelty at 
59c. Quality of the candy is not up 
to the standard used in this priced 
novelty. Peanuts in bar were almost 
raw. 


cellulose 


Good. Texture: 











Anheuser-Busch, Inc. 
CORN PRODUCTS DIVISION 


SYRUPS 
STARCHES 
DEXTRINES 


$T. LOUIS, MO. 
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ECONOMY EQUIPMENT COMPANY 


Manufacturers of 








LUSTR-KOOLD Tunnels 
Air Conditioners 
ECONOMY Belturns 
Sandwich Coolers 
Special Conveyors for Cooling 












152 W. 42nd Street 
NEW YORK 18, N. Y. 





CODE 5H45 
Easter Chick Novelty— 
2 ozs.—30c 
(Purchased in a 5c & 10c store, 
Boston, Mass.) 


Appearance of Package: Good. 

Box: Folding in colors, barn yard 

scene. 

Contents: 

Five marshmallow Chicks: 
Colors: Good. 
Texture: Good. 
Taste: Fair. 
Jelly Beans: 
Colors: Good. 
Texture: Good. 
Flavors: Poor. 

Remarks: Quality is not up to the 
standard that we find in novelties 
at this price. 

CODE 5145 
Easter Chick Novelty— 
Y%, oz.—15c 
(Purchased in department store, 
Boston, Mass.) 

Appearance of Novelty: Good. Cut 

out board chick, colored lavender. 

Contents: 

Two Fruit Balls, wrapped in cellu- 
lose. 

Colors: Good. 

Gloss: Fair. 

Flavor: Fair. 

Remarks: A very highly priced novel- 
ty at 15c, did not contain enough 
candy. 


jor May, 1945 


Right: Air Conditioning Unit 


2027 W. Grand Ave. 
CHICAGO 12, ILL. 


CODE 5]45 

Assorted Candies—1 lb.—$1.50 

(Purchased at a candy stand in 
a theatre, Chicago, III.) 

Appearance of Package: Good. 

Box: Round, cardboard printed light 

blue and write, cellulose window. 

Contents: 

Gum Rabbits: Colors: Good. Tex- 
ture: Fair. Flavor: Fair. 

Jordan Almonds: Color: Good. Pan- 
ning: Good. Finish: Good. Flavor: 
Fair. 

Chocolate Almonds: Good. 

Chocolate Panned Almonds: Good. 

Assortment: Too small. 

Remarks: Package is highly priced at 
$1.50 the pound. Suggest flavors in 
the gum rabbits and almonds be 
checked up as both lacked flavors. 
Very cheap container for this priced 
box of candy. 

CODE 5K45 
Easter Novelty—3 ozs.—10c 
(Purchased in.a drug store, Chi- 
cago, Ill.) 

Appearance of Package: Good. 

Box: Folding, printed colors of chick- 

ens, eggs, baskets, etc. 

Contents: Chewy kisses, wax 

wrapped. 

Color: Good. 

Texture: Hard and tough. 

Flavor: Fair. 

Remarks: A good looking 10c novelty. 
but quality of the candy was fair. 
















CODE 5L45 
Easter Novelty—2 ozs.—29c 
(Purchased in a department store, 
Chicago, III.) 
Appearance of Package: Good. Card- 
board wagon in colors and a duck. 
Contents: One cellulose package tied 
with blue grass ribbon. 

Assorted Hard Candy: Fair. 
Wrapped Kisses: Colors: Good. 
Texture: Fair. Flavors: Fair. 
Remarks: A good looking novelty but 
highly priced at 29%c. Very little 

candy for this priced novelty. 


CODE 5M45 
Easter Paper Board Basket—29c 
(Purchased in a 5c & 10c store, 
Boston, Mass.) 
Appearance of Novelty: Good. 
Board Basket: Printed in lavender, 
green and yellow. 
Contents: 

One Peanut Bar, glassine wrapper, 
printed in red. Color: Good. Tex- 
ture: Good. Taste: Fair. 

Two cellulose bags of panned Hard 
Candy in the shape of almonds: 
Colors: Good. Panning: Good. 
Finish: Good. Flavors: Fair. 

Remarks: A _ good looking novelty. 

One of the best that the Clinic has 
examined this year in “this price 
field. Suggest peanuts be roasted 
higher in the peanut bar. Peanuts 
do not taste good unless they are 
well roasted. 
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CODE 5N45 
Small Panned Easter Eggs— 
1 Ib.—79c 
(Purchased in a department store, 
New York City) 
Sold in Bulk. 
Colors: Good. 
Panning: Good. 
Finish: Good. 
Flavors: Couldn't taste coating flavor. 
Center: Chocolate paste. 
Color: Too black. 
Texture: Good. 
Finish: Fair. 
Taste: Too bitter. 
Remarks: A very highly priced panned 
piece. Quality is not up to standard 
Suggest fla- 


vors be used in sugar coating. 


of this priced goods. 


CODE 3Q44 
Assorted Chocolates—1 lb.—$1.50 
(Purchased in a railroad depot, 
Chicago, II.) 

Appearance of Package: Good. 

Box: Two layer, extension type, gold 
paper printed in black. 
wrapper. 

Appearance of Box on Opening: Fair. 

Coatings: Light and dark. 

Colors: Good. 
Gloss: Fair. 

Strings: Fair. 
Taste: Good. 

Number of Pieces: 23 dark coated, 3( 
light coated, 8 Jordan almonds. 

Dark Coated Centers: 
Almond Cream: Cream too dry, 
Cordial Cherry: Good. 
Nut Crunch: Good. 
Maple Pecan Cream: Cream too dry. 
Vanilla Caramel: Tough and hard. 
Vanilla Cream and Butterscotch: 

Good. 

Nut Taffy: Good. 

Light Coated Centers: 
Nut Crunch: Good. 
Nut and Fruit Paste: Good. 


Glassine 





Almonds: Good. 

Fruit Nougat: Good. 

Pecans: Good. 

Twin Filberts: Good. 

Nougat: Good. 

Peppermint Cream Stick: Good. 
Jordan Almonds: Good. 

Assortment: Fair. 

Remarks: Suggest some of the cream 
centers be checked up as they were 
not up to standard. Assortment is 
entirely too small. Pieces are too 

large for this priced candy. Box is 

entirely too large for one pound. 


CODE 2245 


Butterscotch Candies—12 ozs. 
—60¢e 
(Purchased in a drug store, 
Chicago, Ill.) 
Appearance of Package: Good. Glass 
jar used, paper top, white paper seal 
printed in red and blue. 
Color: Good. 
Texture: Good. 
Flavor: Poor. 
Remarks: Piece lacked a good butter 
flavor. Suggest good butter be used 


at this price. Poor artificial flavor. 























B. W. DYER & COMPANY 


Sugar Economists & Brokers 


120 Wall Street, New York 5, N. Y., Phone WH 4-880 SS ————— 


Cable: DYEREYD, N. Y. 
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BUYERS NEED COMMUNICATION LINES 100! 


Only an Army with good communication 
lines can be directed properly. 


Also. only a business enterprise with good 
communication lines can be directed profitably. 


Buyers maintain many business communi- 
cation lines. To get accurate and speedy infor- 
mation on sugar rationing and 
price regulations and world 
sugar supplies, alert buyers call \ 
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Tribute to the 
‘‘ Associations” of 


the Candy Industry 





The faithful services you 
have rendered your members ; 


has been a major factor in 


RECET 


the progress of this industry 
toward healthful. quality 


candies and sound profits. 
For sixty years Lueders 


too has striven to help candy 





manufacturers make more 
delicious confections through 


improved flavors. 











Established 1885 


George 


Lueders 


& Co. 
427-29 Washington Street 


New York 13 
CHICAGO SAN FRANCISCO 
510 N. Dearborn Street 56 Main Street 
MONTREAL, CANADA, 36! Place Royale 
Repr. in Philadelphia and St. Louis 
Los Angeles and Toronto 











Since 1877 
Quality Supplies 
for 


Candy Craftsmen 


Importers — Distributors 
Manufacturers 


H.A.JOHNSON CO. 


221 State St. 28 N. Moore St. 





Boston 9, Mass. New York 13, N. Y. 
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CONFECTIONER’S BRIEFS 


NCA Holds Atlanta Meet May 18 


The Atlanta Confectionery Conference was held at the 
Atlanta-Biltmore Hotel on May 18, in Atlanta, Georgia. 
Mr. O. F. Sealy, Johnson-Fluker Co., was general chair- 
man. 

After Mr. Gott’s talk, “The Candy Situation”, the con- 
ference considered “Employment Relations” in a panel 
discussion under the chairmanship of Mr. Bob McCor- 
mack, Bob’s Candy & Peanut Co.. Albany, Ga. Partici- 
pants were Mr. W. E. Brock, Jr.. Brock Candy Co., 
Chattanooga, Tenn.; Mr. R. L. Henderson, Norris, Inc.; 
and Mr. N. F. Fiske, Fine Products Corp., Augusta, Ga. 

The “Supply Situation” was handled under the chair- 
manship of Mr. C. O. McAfee, McAfee Candy Co., Ma- 
con, Ga., who presented “Government Views.” Speak- 
ers and subjects were: Mr. Hubert Foster, Godchaux 
Sugars, Inc.. New Orleans, La., “Sugar”; Mr. Charles 
J. Worrall, Corn Industries Research Foundation, New 
York, N. Y., “Corn Products”; Mr. Walter A. Richards, 
National Peanut Council, “Peanuts”; and Mr. K. V. Rob- 
inson, Atlanta Paper Co., “Containers.” 

“Possible New Ingredients” was discussed by Dr. H. 
H. Hall, Southern Regional Research Laboratory, New 
Orleans. La. Mr. Charles F. Scully. Williamson Candy 
Co.. Chicago. and Mr. L. H. Male, Sanitary Engineer, 
U. S. Public Health Service. Atlanta, presented views on 
“Postwar Planning and Plant Housekeeping.” Mr. W. 
E. Brock, Jr.. was chairman for the Council dinner meet- 


ing. 





Ceiling Prices Fixed for Imported Chewing Gum 


Specific dollar-and-cent ceiling prices have been fixed 
on sales of imported chewing gum by primary whole- 
salers, secondary wholesalers and retailers, effective 
March 21, 1945. This action does not change the cost 
of imported chewing gum to the consumer. The new 
ceiling prices are: 


For 250 Pieces, Each Piece Weighing Not Less 
Than 11% Grams Net 


Seller Buyer Maximum Price 
Primary wholesaler Secondary wholesaler $1.50 
Secondary wholesaler Retailer 1.75 
Primary wholesaler _ Retailer 1.625 
Retailer Consumer 2.50 


For 100 Pieces, Each Piece Weighing Not Less 
Than Nine Grams Net 


Seller Buyer Maximum Price 
Primary wholesaler Secondary wholesaler $3.00 
Secondary wholesaler Retailer 3.50 
Primary wholesaler Retailer 3.25 
Retailer Consumer 5.00 


Ceiling prices for sales by wholesalers in small quan- 
tities are proportionate to the prices for the quantities 
in the two price schedules. Primary wholesalers mus 
notify secondary wholesalers, and both primary and 
secondary wholesalers must notify retailers of the ceil- 
ing prices they may charge for imported chewing gum. 





@ Mr. Harold P. Rudolph has resigned as assistant sales 
manager of the W. F. Schrafft & Sons Corp., to enter 
the wholesale confectionery business in Washington, D. 
C., located at 1018 Connecticut Ave., N. W. 


jor May, 1945 
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BETTER BUTTER CONFECTIONS 


utthout Gutter! 
ALBERT W. GERBIG 


Internationally Famous 
Confectioner 


WiLL SHOW YOU HOW 
TO MAKE THEM 


Mr. Gerbig’s artistry and sci- 
entific skill have contributed 
much to the success of many 
large confectioners. His work, 
originating in France, Switzer- 
land, England, and Germany, 
has had wide-spread publicity, 
and top honors from numerous 
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PASTE TO A POSTAL CARD, 
AND BE SURE TO MAIL IT TODAY! 


Mr. Gerbig’s recipes show you how to make superb 
confections with EXTRIN AA, so delectable that 
they cannot be distinguished from those made with 
butter. Mr. Gerbig recommends EXTRIN AA be- 
cause of its matural, lasting butter flavor; because its 
cost is less than half that of butter; because it’s un- 
rationed and requires no change in formula or oper- 
ation. Let Mr. Gerbig’s skill and experience go to 
work for you, increasing your profits on creams, 
crunches, caramels, fudge, butterscotch and other 
butter candies. MAIL THE COUPON TODAY! 


EXTRIN FOODS, Inc., 70 Barclay St., New York 7, N.Y. 





THE ,,7a04¢ BUTTER FLAVOR 








TO REPLACE BUTTER 
AND IMITATION 
BUTTER FLAVORINGS 


A CULTURE, 

















A 40.1b. tub of EXTRIN AA imparts as 
much true butter flavor as 3 tons of butter 
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Reed Candy Company Veteran Retires 


Herbert Thomas Snell retired from the Reed Candy 
Company, Chicago, February 1, after 36 years service 
with the organization. During his nearly two score years. 
he functioned in many 
capacities. Starting as a 
bookkeeper, he ultimately 
went on the road, then 
returned to the home of- 
fice where he served as 
Secretary, later as Assis- 
tant Secretary and Treas- 
urer, still later as Treas- 
urer of the Company. In 
addition to these offices, 
Mr. Snell, for many 
years, served in the add- 
ed capacities of Office 
Manager, Credit Mana- 
ger and Purchasing Agent 
of raw materials. During 
his 36 years in the Candy 
industry, Mr. Snell also 
served one term as direc- 
tor of the Chicago Association of Credit Men and sev- 
eral terms as Director of the Chicago Candy Associa- 
tion. 





Herbert 1. Snell 


New Slab Oil Marketed 

A new slab oil of pure vegetable origin, free from min- 
eral oil, and meeting the requirements of the Pure 
Food, Drug and Cosmetic Act for a nutritious oil, is 
being marketed by a leading essential oil and flavor firm. 
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of your chocolate and cocoa with 


High Grady SOUNAY 


Pere SIUM 
CARBONATES 











pAvatlable tu: 
CALCINED 99-100% 
HYDRATED 83-85% 
LIQUID 47% 


AO Rector Street 


SOLVA 





Chas. Walker Buys Florida Property 





Mr. and Mrs. Charles Walker have purchased busi- 
ness property in Tavares, Florida, suitable for the con- 
duct of their wholesale chocolate candy business. The 
Walkers will specialize in Orange Blossom Candies, 
packing and shipping of gift boxes of fruits and candies 
as well as supplying the wholesale trade with fruit centers, 
fondants, nougats and marshmallow supplies. Recently, 
Mr. Walker sold his Groveland, Florida, business to 
Mr. J. G. White. 


John T. Bond Changes Company Name 


Mr. John T. Bond has announcer that effective imme- 
diately, the former company name of John T. Bond & 
Associates will be changed to John T. Bond & Son. His 
son, Mr. John H. Bond, has joined his father’s business. 
This West Coast brokerage firm is celebrating its 25th 
year in the Candy & Food business this year. 


Curtiss Announces Spring Advertising Programs 


Baby Ruth and Butterfingers Cookies will be featured 
in a spring outdoor advertising campaign consisting of 
24-sheet posters in 158 cities in 15 states. Otto Schner- 
ing, president of Curtiss Candy Company, has announced. 
Two-thirds of the »billboards will feature Baby Ruth 
Cookies, the remainder Butterfinger Cookies. 


@ Mr. William M. Church has been appointed credit 
manager of the Paul F. Beich Co., Bloomington, Ill. 


7 SALES. meer Of ATiSe 


ri] bemical 


" ‘New York 6, N. Y. 





BRANCH SALES 
Boston * Charlotte ° 


Orleans ° 


elaaias 
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Joseph R. Dillon, Cuban Manufacturer Visits U. S. 
Mr. Joseph R. Dillon 


has been in New York to 
purchase equipment for 
the expansion of the Jose 
Arechabala Candy Fac- 
tories, Cardenas, Cuba. 
The present plant was 
erected on their premises 
by The Charms Company 
of Bloomfleld, N. J. sev- 
eral years ago and was 
later purchased by the 
Arechabala firm, who 
since 1878 have been 
leading growers and re- 
finers of sugar and manu- 
facturers of candy prod- 
ucts. Arechabala candies 
Mr. Joseph R. Dillon are distributed by the 
Consolidated Mercantile 

Corporation, New York City, sole agents and distributors 
for this firm throughout the United States and Canada. 





Latin Candy Industry Growing 


Manufacturing of candy in Puerto Rico and Vene- 
zuela is fast becoming a profitable business, reported 
Robert Coomber, of the candy department of Wallace- 
Schraft Company, who has spent some time in Caracas. 

“When restrictions are lifted and the candy manufac- 
turer is given the ‘go ahead’ signal more candy will be 
manufactured in the United States than ever before. 
The shortage in the last few years has made the buyer 
candy conscious and he is awaiting the time when the 
supply will again be plentiful. 

“Latin American countries are ideally situated for the 
manufacture of candy. They are well supplied with 
sugar, coconuts and chocolate, the main ingredients. 
In a few years, some of our finest candies will be im- 
ported to the United States to a very receptive market.” 

Coomber spent six weeks in Puerto Rico and Vene- 
zuela studying the candy situation. He visited many 
of the larger candy establishments for an exchange of 
ideas. 


G.I. Job Bulletin Offered 


The Bureau of Economic and Business Research of 
the University of Illinois has just announced the pub- 
lication of a 44-page booklet entitled, “Should I Start 
My Own Business?” It is designed especially for per- 
sons who are considering a venture into business. G. I.’s 
could profit by reading the booklet. Requests for this 
free publication should be sent to the Bureau of Econo- 
mic and Business Research, 205 Commerce Building, 
Urbana, Illinois. 


Curtiss Declares Dividend 


The board of directors of Curtiss Candy Company has 
declared the regular quarterly dividend of $1.1214 per 
share on the preferred stock of the company, payable 
April 16, 1945, to stockholders of record April 1, 1945, 


according to Otto Schnering, president of the company. 
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Armour’s 332 stock points mean 
fast, dependable service 


U.S.P....A chemically pure, 
water-white glycerine, meeting 
all requirements of the U. S. 
Pharmacopoeia ... for use in 
foods, pharmaceuticals, cosmet- 
ics or any purpose demanding 
highest quality. Specific grav- 
ity, 1.249-—25° C./25°C. 


: ARMOUR 
AND 


COMPANY 


1355 West 31st Street 
Chicago 9, Illinois 






















IMITATION VANILLA FLAVOR 
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SHORT CUTS 


for manufacturing 


confectioners 


You'll find the Oakite 
Steam-Detergent Meth- 
od of applying a solu- 
tion of Oakite Compo- 
sition No. 63 with the 
Model No. 384 Solution- 
Lifting Steam Gun 
most effective. It re- 
moves corn-starch, 
chocolate, icing and 
other deposits from 
link chain cogs, drip 
catch pans, exterior 
machine surfaces of 
shaking tables and 
fondant depositors 
QUICKLY ... much 
more quickly than is 
possible with laborious 
scouring or brushing. 
The triple combination 
of heat, mechanical 
force and Oakite deter- 


* . 
svn Clean Deposifors 
This Fast Oakife Way 








gent action does a 
thorough job. 


FREE BOOKLET tells 
how you can employ Oak- 
ite Steam-Detergent 
Cleaning to equal advant- 
age in cleaning beaters, 
enrobers, candy kettles, 
revolving pans and other 
processing equipment. 
Write for your copy TO- 
DAY. 


OAKITE PRODUCTS, ING 
36C Thames Street, New York 6, N. ¥ 
Technical Service Representatives in Principal 
Cities of the United States and Canodo 


OAKITE 


Sp ecia liz ed 

















KEY HIGHWAY 
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CHERRY ° ORANGE 
PINEAPPLE 


CANDIES 


Not Rationed 
No Points Required 





Consists of crushed Maraschino Cherries, 
crushed Oranges and crushed Pine- 
apple. Concentrated down with sugar, 
this crushed fruit combination makes 
delicious cream centers. 


Packed in barrels, kegs, and 
No. 10 glass jars. Ask for 
sample and prices. 


THE C.M. PITT & SONS CO. 








BALTIMORE-30, MD. 





The War Food Administration cancelled the set- 
aside order (WFC 115) covering candy bars and 
other five-cent items, effective April 1... . The 
Kimbell Candy Company, Chicago, one of the old- 
est specialty houses in the indtstry, is observing 
its golden anniversary this year. The Kimbell Com- 
pany specializes in the manufacture of coconut 
candies exclusively. Mr. Ralph A. Hull, re- 
cently resigned as confectionery specialist with the 
Washington offices of the OPA, has returned to 
the Schutter Candy Co., Chicago, where he has 
been made purchasing manager. He succeeded Mr 
Howard IThrig. 


The Sperry Candy Co., Milwaukee, has an- 
nounced the election of Mr. Ray J. Pihringer, presi- 
dent of the firm. Mr. Pihringer, formerly secretary- 
treasurer of the company, was also one of the 
founders of the business. Mr. D. A. Hamilton has 
been named general manager of the company’s dis- 
tribution branch, the Barg & Foster Candy Co.., 
Milwaukee. Miles O. Sperry is now vice-president 
in charge of production and secretary of Sperry 
Candy Co. 


Henry Heide, Inc., New York, have had the dis- 
tinction of being cited for meritorious contribu- 
tion to the war effort for the third time since the 
entry into the war of the United States. ... Mr. 
Samuel D. Fried, Up-To-Date Candy Co., New 
York, has been elected president of the Associa- 
tion of Manufacturers of Confectionery and Choco- 
late. Other officers elected were: Wm. H. Maichle. 
Beech-Nut Packing Company, vice president, and 
Wm. C. Kimberly, secretary-treasurer. 


Lt. Richard Adelson, USNR, son of Charles Adel- 
son, Delson Candy Company, New York, was re- 
cently promoted to Lt. (sg.).... Lt. Jack G. Kim- 
bell, son of Frank J. Kimbell, Kimbell Candy Co.., 
Chicago, was cited recently for his part in getting 
six members of his fellow crewmen to safety after 
their rescue craft was struck by a Jap shell in the 
3attle of Manila. 


Mr. William R. Moore, Traffic Consultant. for 
the New York Association of Manufacturers of 
Confectionery and Chocolate, died on April 28. No 
successor has been appointed to Mr. Moore as yet. 
An article discussing Mr. Moore’s work for the Asso- 
ciation appeared in The Manufacturing Confectioner, 
in the November issue, page 54, under the title “Truck- 
ers ‘Keep "Em Rolling’ ” 


The Cheboygan Candy Company, wholesale firm 






JOHN T. BOND & SON 


* 
CONFECTIONERY BROKERS 


OF THE PACIFIC COAST 
” 


Los Angeles 5, California 








637 South Wilton Place 
We are now celebrating our 25th year in the 
Candy and Food Business. 


Resident Men Located in Washington, Oregon and 
Northern California 
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of Cheboygan, 
F. J. Hutchinson and H. 
son formerly 


Michigan, has been purchased by 
D. Smith. Mr. Hutchin- 
represented The Runkle Company, 
Kenton, O., and The National Candy Company, St. 
Louis. . . . Life Savers Corporation reports a new 
i sales high of $11,732,177 for 1944... . Mr. Gustave 
: Heidelberger, secretary-treasurer, Heidelberger 
Confectionery Co., Philadelphia, died recently after 
a short illness. ... Mr. A. A. Thompson, St. Louis. 
' has joined the sales force of the George Zeigler 
Company, Milwaukee. . . . The NCA will hold a 
one-day meeting in Chicago on June 7. 

The Happy Hostess Candy Co., Chicago, special- 
ists in the manufacture of Jordan almonds, has 
purchased a new plant at 3704-20 West North Ave- 
nue for occupancy on or about June 15... . The Chi- 
cago Sun, in a news item recently, reported that a 
soldier in France spent his entire pay, amounting 
to two thousand frances in French exchange for 20 
candy bars at a night club there... . Mr. Harold 
H. Hoben, formerly assistant general manager of 
Mars, Inc., Chicago, has been named general man- 


vr = 






ager.... The OPA has granted a maximum ceiling 
price for a new chocolate-covered raisin dragee, 


made by Victoria Sweets, Inc., Babylon, 
Candy Ceiling Prices to Be Revised 

Existing ceiling prices for candy at all levels of dis- 
tribution are to be revised and put under one regula- 
tion for the convenience of sellers, the OPA announced 
May 7. 

Two business men, in the candy field, Mr. W. F. Fox. 
six years assistant to the president of the Curtiss Candy 
Co., Chicago, and Mr. Arthur C. Schrier, E. J. Brach & 
Sons, Chicago, have been appointed consultants to assist 
Jacob A. Emery, head of the grocery specialties section. 

At present, most candy ceilings of manufacturers, 
wholesalers and retailers are “frozen” to the highest 
March 1942 price of each seller under the General Maxi- 
mum Price Regulation. 

Special candies, such as peanut brittle, chocolate-cov- 
ered cherries and seasonal candies, are under the regula- 
tion covering seasonal and miscellaneous food commod- 
ities. Hard candies are under both the GMPR and a 
supplementary order, the latter providing alternate flat 
prices that can be used at the option of the manufac- 
turer instead of GMPR ceilings. 

Universal Match Appoints Jos. Shapiro 

Universal Match Corporation, St. Louis, announces 
the appointment of Joseph Shapiro as Director of Sales 
Training for that company and its divisions, Schutter 
Candy Company, makers of “Old Nick” and “Bit-O- 
Honey”, and Candy Bros. Mfg. Co., Inc., makers of “Red 
Cross Cough Drops”. 


N. Y. 





BUSCHMAN 


Portable Conveyor 


transports, by gravity, packages, car- 
ton, cases, etc., to and from production 
lines, storage, loading docks. Conveni- 
ent to carry from place to place where 
needed. Easily, quickly set up and 
coupled to any length, thru exclusive 
*‘Quick-Eez” coupling feature. 


In standard 10’ and 5’ sections; straight and Write for 
curved. Wheels are free-running, full ball- Bulletin 
bearing. Sturdy stands are adjustable in 10 
height. Mobile units, straight and curved. 


mounted on swivel casters, are available. 


THE E. W. BUSCHMAN CO., Inc. 


433 New Street . . . . . Cincinnati 2, Ohio 


MILK 


Ask us about carload lots of 

Sweetened Condensed Milk— 

Whole and Skimmed. Powder- 

ed Milk—Roller and Bowder. ‘ 

Whole 2nd Non-fat Dry Milk 
Solids. Low freight rates east 
of the Rocky Mountains. 
Packed in barrels. 


MILK PRODUCTS , 


500 Fifth Avenue 
New York 18, N. Y. Pennsylvania 6-0892 
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FREE 


A most useful 
Catalog 


be sory 






119 W. 19th STREET @ 





ESSENTIAL OILS 


-PRDREYE 


NEW~YORK ,—N. Y. 


© Tris unique catalog "C" contains a 20m | 
> "Correct Flavor to Use" listed under Fo 
Send for your copy today. 


P. R. DREYER INC. 


A Complete 
Line — 


os, of flavors for 


R | N Ee every condy use. 


Imitation 
Flavors 





cross index on - 

Classifications. 
True Fruit 

Extracts 


NEW YORK II, N. Y. 
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May we continue to hope 
that we will soon be able 


1n€ (cca Pourdow 
40-20 22nd St. 
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Your ‘‘FIRST’’ source for 





ALL YOUR 
EQUIPMENT! 


3 MIKRO Pulverizers, No. 2 and No. 4 
25 Steam Jacketed Kettles, all sizes and metals 
6 Yacuum Cookers, Iron, Copper, Aluminum 


Packaging and Wrapping Equipment, Mixers, Conveyors, Grinders, 
Mills, Tanks, etc. 


Send for the New 96-Page FMC CATALOG 


Send for Spec fom ’ £ 














and Quotations 
List your Surp — 
Items with F.M 


BI 








MACHIN Ay 


EAST 9» STREET & EAST RIVER DRIVE, NEW YORK 











From one of hundreds of 


—_— letters of appreciation. 


BY CONFECTIONERS 
EVERYWHERE 


romanilla 


Imitation Vanilla Flavor 


6 VARICK STREET NEW YORK 13, N.Y. 
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COCOLINE PRODUCTS. Inc 


MANUFACTURERS OF 
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to serve a greater and 
wider circle of friends. 


Long Island City, N. Y. 











SUPPLY TRADE NEWS 





Frye Named President of Walter Baker 


Curtis H. Gager, vice president of General Foods Cor- 
poration, has announced the elevation of Howard O. Frye 
to the presidency of Walter Baker & Company, Inc.; Gen- 
eral Foods subsidiary at Dorches- 
ter, Mass. Mr. Gager has been 
president of Walter Baker since 
1937, and was named vice presi- 
dent of General Foods on Decem- 
ber 15, 1943, in which capacity 
he continues to head up the oper- 
ations of Walter Baker, Igleheart 
Brothers, Incorporated, and Elec- 
tricooker Sales, Inc. Mr. Frye 
joined Walter Baker as assistant 
sales manager and advertising 
manager in 1926. Daniel E. He- 
garty has been named vice presi- 
ment and controller of Walter Baker. James F. Cyphers 
has been named vice president and production manager. 





Stern Enters MM&R 20-Year Club 


Milton Stern, Assistant Sales Manager of MM&R, was 
inducted into the MM&R Twenty-Year Club at a dinner 
given in his honor on April 12th, at the Hotel Astor in 
New York City. Eighteen persons 
have earned admittance into this 
group. Twelve are still active, in- 
cluding P. C. Magnus, President- 
and J. B. and R. B. Magnus, Vice- 
Presidents. Bill Fischer, MM&R 
Sales Manager, was toastmaster at 
the dinner. Mr. Fischer joined the 
club in 1927, and is the oldest 
member in point of service. 


Mr. Milton Stern 
Appointed to 20 Yr. Club 


Henry Pine Representing Renius & Co. 


Henry Pine, well known in the confectionery trade, 
is now calling on the New York, Brooklyn and New 
Jersey trade for Edward Remus & Co., Inc., importers 
and exporters of essential oils and aromatic products. 
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MacDonald Comptroller of National Starch 

National Starch Products Inc. announce the appoint- 
ment of Stanley E. MacDonald as Comptroller. Mr. Mac- 
Donald was recently associated with the American Sugar 
Refining Co., as Vice-President of one of their subsidi- 
aries. The Brooklyn Cooperage Company, and previously 
held the office of Assistant Treasurer of the General Time 
Instruments an. 


Kaufman Promoted i Genath Foods 


Charles W. Kaufman, formerly director of the process- 
ing technology section at General Foods Central Labora- 
tories, Hoboken, N. J., has been named assistant mana- 
ger of the company’s research and development depart- 
ment in New York City, it has been announced by 
Thomas M. Rector, General Foods vice president. 


Son of Florasynth Official, Killed in Action 


Merritt V. Eusey, of Pasadena, California, assistant 
to the president of the Florasynth Laboratories, Inc., at 
the Los Angeles office, has just received an official an- 
nouncement from General Vandergrift, Commanding Of- 
ficer of the U. S. Marine Corps in the South Pacific of the 
death in action of his son, Captain Charles J. (Jack) 
Eusey on Iwo Jima. Captain Charles Eusey, according to 
the telegram received from General Vandergrift was lead- 
ing his company of Marine Paratroopers in the invasion 
of Iwo when he was killed. The son of the Florasynth 
official was buried at sea. Young Eusey participated in 
the successful invasion of the Solomon Islands and also 
took part in the diversionary action on Choisel. He 
was awarded decorations for heroism among them the 
Distinguished Service Medal. 


Kortright Expands New York Office 

Mr. Robert Kortright of Robert Kortright & Co., in 
gredient brokers to the candy industry and the mauu- 
facturer of a butter flavor, has expanded his New York 
office to include a small but complete candy research 
laboratory. The activities of this company in the con- 
fectionery industry have so greatly increased that they 
have added the services of Mr. Harry Lambert for the 
full time service of confectionery accounts. Thus, Mr. 
Lambert will have the very efficient support of the labora- 
tory and technician in his service—selling to candy plants. 


© John A. Patton, Management Engineers, Chicago, 
authors of “Wage Incentive Plans” which appeared in 
the April issue of THE MANUFACTURING CONFEC- 
TIONER, page 19, will move to 176 West Adams Street, 
Chicago, on or about June Ist. 











Home of 


“The Candy Cooling People" 


Economical Cooling Systems and 


Special Equipment for the 
Confectioner and Baker 


Conveyors — Tunnels — Packing Tables 
Belt Turns — Air Conditioners 
Trucks — Racks — Boxes — Pans — Etc. 


We design to suit your requirements. 


Contact us for: 
1. Design only 
2. Design and Fabrication 
3. Design, Fabrication, and Installation 


EQUIPMENT ENGINEERING CO. 


909 W. 49th Place Chicago 9, Illinois 
Phone Boulevard 7270 











Stationary and Portable 
PUMPING UNITS 


. for handling glucose, syrups, liquid 
candies and special liquid handling re- 
quirements of the Confectionery Industry. 


Louis M. Barish 


420 Lexington Ave., New York 17, N. Y. 

















grade for new trays. 
pP . ~2i 
KNICK 


Jer May, 1945 


Your Candy’s Form... 


molds smoothly, easily in Douglas Molding Starch. 
Used by the confectionery industry for 20 years. 
this P&F product has proved its worth. Ask us 
about “preconditioned” starch, a special Douglas 


FORD! 

















THE NEW IMPROVED 
- ‘ Now used suc- 
i eS =f : cessfully by dair- 
ies to step-up 
butter aroma 
and flavor. 


Also used by 





makers of Butter 


BUTTER AROMA CONCENTRATE 
A NATURAL BUTTER FLAVOR. 


Creams, Butter 
Scotch, Cara- 





mels, etc. 


WRITE FOR FULL DETAILS 


ROBERT KORTRIGHT company 


260 W. BROADWAY, NEW YORK 13, N. Y. 


We KO-KO-K, the perfect toasted 
Marshmallow Topping - dy Ucn Brdé 


It is also being used for dusting in slab work of 
peanut bars in place of and in conjunction with sugar. 


Write for Samples and Prices. 


VAN BRODE MILLING CO. 


Clinton, Massachusetts 

















QUALITY PRODUCTS 
AND SERVICE 


ROSS & ROWE INC. 


' . T5VARICK STREET WRIGLEY BLDG. 
_ NEWYORKNY. CHICAGO,ILL. 
Fi _ SOLE SELLING AGENTS FOR 
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| LECITHIN COMPANY 











Puffed Wheat 
Puffed Rice 
Ri-Ko 
Rice Flakes 


Toasted Corn 
Flakes 








Adam to New Corn Products Post 


Effective May Ist, R. R. Adam, Vice President and 
Western Division Manager of Corn Products Sales Com- 
pany, moves to New York after 10 years service in 
Chicago. While Mr. Adam assumes new responsibilities, 
he will continue to supervise the activities of all West- 
ern Division Branch Offices and the sale of both bulk 
and package products in that territory. 


Roto-Lith, Inc., Moves to New Quarters 


Roto-Lith, Inc, has moved to new quarters at 32 
West 13th Street, New York City, according to an an- 
nouncement by President Harry Borak. The new build- 
ing has six floors and a 50-foot frontage, allowing room 
for future expansion. This firm specializes in the print- 
ing of cellophane for packaging and does up to four 
color processing of both roll and sheet cellophane, ace- 
tate and foil papers. The firm plans to occupy the en- 
tire building as their volume demands it. 


U. S. Dept. of Commerce Report Issued 


Mr. Edwin H. Lewis, Regional Business Consultant of 
the U. S. Department of Commerce, prepared a special 
memorandum for the Confectionery Industry Forum 
under the auspices of the Philadelphia Committee for 
Economic Development, entitled “The Confectionery In- 
dustry.” This 22-page pamphlet was distributed by the 
Association of Manufacturers of Confectionery and 
Chocolate, New York. 

Statistics are given, taken from the U. S. Census and 
the U. S. Department of Commerce. These include six 
tables and four charts. 

The growth and history of the confectionery industry, 
economic characteristics of the industry, marketing of 
the products, wartime developments, reconversion and 
post-war outlook are discussed. Special consideration is 
given to the confectionery industry in Philadelphia. This 
portion has been enlarged upon by Mr. Lewis in an 
article. “Candy Production in Philadelphia.” appearing 
in Domestic Commerce, Vol. 33, No. 3 (March, 1945). 


@ The Universal Match Corporation. St. Louis, Mo., 
has announced the appointment of Mr. Charles M. Water- 
man as District Manager of the Company’s Western New 
York territory with headquarters in Buffalo and Mr. 
Harold J. Williams as District Manager for the State of 
Virginia with headquarters at Richmond. The Universal 
Match Corporation recently purchased the Schutter Can- 
dy Company, Chicago, Illinois. 


THE MANUFACTURING CONFECTIONER 











Dr. Bjorksten Opens Chicago Office 


Dr. Johan Bjorksten, well known chemist, has _re- 
turned to Chicago after three years in the East, where 
he was Chemical Director of the Quaker Chemical Pro- 
ducts Corporation, Conshohocken, Pennsylvania. Dr. 
Bjorksten has started his own in- 
dependent industrial research or- 
ganization with headquarters at 
185 N. Wabash Avenue, and is 
accepting assignments from in- 
dustries, who desire to utilize his 
experience. and to relieve the pres- 
sure on their technical staffs by 
farming out medium or long-term 
developments. 


Dr. Bjorksten started his indus- 
trial career in the flavor industry. 
having arrived in the United 
States in 1931] from Scandinavia 
under the auspices of the Rocke- 

Dr. Johan Bjorksten feller Foundation. In 1933 he em- 
barked on his industrial career as research chemist with 
the Felton Chemical Company. He worked with them 
for several years and advanced to Chief Chemist for 
that organization. In addition to papers on industrial 
subjects, more than fifty patents to Dr. Bjorksten and 
his associates have been issued, or are pending, many 
of which are in the protein or oil fields. 





@Mr. Roland P. Soule, consulting engineer, has been 
elected vice-president of American Machine and Foun- 
dry Co., New York. Mr. Soule will be in charge of 
development and research. 











F avorites among the imi- 
tation flavors in our “0-8” 
line excellent for summer- 
type coatings, fillings and 
hard candies are: 


Apple Cola Type 
Banana Orange 
Butter Peach 
Caramel Fecan 
Cherry Pineapple 
Coconut Strawberry 


Write us for samples 





601 WEST 26th ST., NEW YORK I. N. Y. 














HOOTON 


Chocolate Coatings 
* 


HOOTON CHOCOLATE COMPANY 
NEWARK, NEW JERSEY>* EST. 1897 
































SM it's the INGREDIENTS 
 yaeeie say JUNE DAIRY 


Nd 
@ Whole Milk Powder @ Powdered & Flaked Egg Albumen 
@ Skim Milk Powder @ Powdered Egg Yolk 
@ Powdered Ice Cream Mix @ Powdered Eggs 
© Sweet Buttermilk Powder @ Frozen Canned Eggs 
@ Butter (in limited supply now) 
For over a quarter of 


@ century, this trode JUNE DAIRY PRODUCTS CO., INC. 
merk bas bese © 105 Hudson St., New York 13, N. Y. 
guarantee of premium Telephone: Walker 5-2372 
quality exclusively. 











ANNUAL STOCKHOLDERS AND DIRECTORS 
MEETING HELD BY CHAMPION PECAN CO. 


Left to right: H. A. Wittliff, Sr., Pres., Champion Pecan 
Machine Co., and Co-operative Pecan Sales Co. Inc.; 
Otis Whitehead and A. E. Robertson with Dewar- 
Robertson-Pancoast, San Antonio; J. A. Phillips, Ac- 
countant, Houston, Tex.; C. D. Snow, Vice-President and 
Director Champion Pecan Machine Co., and Co-operative 
Pecan Sales Co., Inc.; A. E. Noonan, Architect, San 
Antonio; E. M. Harrington, Patent Attorney, St. Louis, 
Mo.; L. M. Bickett, General Counsel, San Antonio; 
Julius Wittliff, Director, Coupland Tex.; R. W. Carter, 
Ranker, Luling, Tex.; R. H. Nowell, Vice-President and 
Directory, Houston Tex.; R. E. Conrad Secretary & 
Treasurer; A. D. Spillyard, Vice-President; Lou Berg, 
Manager of Experimental and Engineering; Ed Martin, 
Assistant Engineer, and J. R. Clark, Cost Accountant. 
(Those present and not shown in photo were C. M. 
Deadwyler, Sales Manager; H. A. Wittliff, Jr., Manager 
Co-operative Pecan Sales Co., Inec.: Marjorie Skloss, 
Secretary to H. A. Wittliff, Sr. and G. W. Mitchell, 
Contractor, San Antonio, Tex. 

H. A. WITTLIFF, SR., PRESIDENT 
CHAMPION PECAN MACHINE CO. 
CO-OPERATIVE PECAN SALES CO., INC. 

401 Augusta St., San Antonio 2, Texas 
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Model 22-B—Provides appealing wrapping 
for individual pieces of bard candy 


A glittering pyramid of colorfully-wrapped 
hard candies displayed right out front on the 
counter . . . that’s a sales-building recipe that 
dealers swear by. 

People just naturally “go for” individually- 
wrapped candy because it’s s@ crisp and fresh- 
looking, so easy to handle—doesn’t get sticky in 
warm weather. And the dealers prefer it because 
there’s no loss through deterioration during the 
summer months. That’s the reason, too, why 
hard candy for soldiers’ rations is wrapped in 
this way. 

Our Model 22-B is the machine that produces 
this attractive wrapping for a wide variety of 
hard candy. Operating at speeds up to 150 per 
minute, the 22-B wraps cylindrical candies, 
various shapes of filled or hard-center chain 
pieces, fruit balls and drops, etc. It is adaptable 





to heat-sealing cellophane, waxed paper, glas- 
sine and reinforced foil. A flat fan-tail twist is 
produced on which a printed design may be 
used, if desired. A printed under-strip with a 
transparent wrapper may also be used. 

Slight variations in the size or shape of the 
pieces wrapped require no adjustment of the 
machine. In the case of larger variations that do 
call for adjustment, the change-over can be 
made in less than 10 minutes. 


Consult our nearest office 
for additional information 


PACKAGE MACHINERY COMPANY 
Springfield 7, Massachusetts 


30 Church St., New York 7 « 111 W. Washington St., Chicago 2 
101 W. Prospect Ave., Cleveland 15 « 443 S. San Pedro St., Los Angeles 13 
32 Front St., W., Toronto 1 


PACKAGE MACHINERY COMPANY 





Over a Quarter Billion Packages per day are wrapped on our Machines 
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The Organization and Operation of a 






Package Development Department 


By FRED A. NUESSLE 
Defender Photo Supply Company, Inc. 


N the past, package development 

was not the outcome of a sys- 
tematic procedure, but a something 
that just happened. Packages, like 
Topsy, just growed. Gradually cer- 
tain packaging functions were dele- 
gated to and concentrated in the ad- 
vertising and sales department, per- 
haps, or became an offshoot of the 
production functions. Then, slowly 
but surely, certain manufacturers be- 
gan to realize that packaging was a 
problem of major importance and 
that it demanded the time and energy 
of a separate staff. This led, in some 
companies, to the eventual establish- 
ment of a package development de- 
partment, or to the hiring of a pack- 
aging technician and the forma- 
tion of a packaging committee. Now 
more and more companies are fol- 
lowing the lead and establishing pack- 
aging departments. 

Some time ago the American Man- 
agement Association, through Henry 
J. Howlett, secretary, conducted a 
survey among a limited number of 
companies to determine practices and 
trends in the organization and opera- 
tion of package development depart- 
ments. Thirty replies were received, 
and on a summary of these compiled 
by Mr. Howlett, I have based a good 
share of this paper. For the complete 
survey report, I refer you to the 
March 1944, issue of Modern Pack- 
aging. 

The survey took in a wide variety 
of industries, assuring a broad cov- 
erage of interests. Of the 30 com- 
panies which replied, 16 stated that 
package development departments 
were already included in their or- 
ganizations, and 11 reported that they 
had packaging committees to work on 
package development. Five com- 
panies had both package development 
departments and packaging commit- 
tees, the latter acting in an advisory 
capacity. Of the three companies 
with neither a department nor a com- 
mittee, two had none largely because 
of the nature of their product. 


jor May, 1945 


The following article on the organization and operation of a 
Package Development Department is presented as a suggestion 


that may be of great interest to many confectionery companies. 
THE MANUFACTURING CONFECTIONER wishes to acknowl- 


edge courtesy of the American Management Association for 


permission in presenting this material. 


At present many manufacturers are 
being forced to pack their products 
in whatever material is available. 
Others have taken advantage of the 
rapid turnover of goods to cheapen 
their package deliberately, for today 
the customer is only too glad to get 
the goods, whether they are delivered 
in a fancy box, in cheap wrapping 
paper, or with no wrapping at all. 

But with the advent of reconver- 
sion, competition will again demand 
that each manufacturer keep on his 
toes in package design. The com- 
pany with the most attractive, most 
original, and most utilitarian pack- 
age will scoop the market. All manu- 
facturers will be forced to fight for 
their markets, and the one with the 
best package will win. 


Certainly when packaging prob- 
lems are entrusted to an outside 


agency, the result will probably be a 
very well-designed package from the 
artistic viewpoint, but one which 
fails to take into account the produc- 
tion, and shipping processes, etc. This 
is not true universally; in an excep- 
tional case, an agency may be fa- 
miliar enough with the company and 
its facilities to turn out a package 
well designed from all viewpoints. 
However, it will be found that a pack- 
age designed within the organization 
will most nearly approach the ideal. 
Therefore, include a package devel- 
opment department in your present 
and postwar planning. 

Do not, however, shut your minds 
completely to outside sources, Feel 





Illustrated is a carton of new design for Ferrara’s Jordan Maid Almonds, manufactured 

by the Ferrara Candy Co., Chicago. This folding carton is illustrated in pink and green. 

Note how the design is carried over to the flaps to enhance the carton appearance upon 
opening. Designed by Gair. 
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free to call for assistance on prob- 
lems which your department is not 
fully qualified to solve. Perhaps an 
independent designer can best pro- 
duce an artistic design. If this is the 
case, by all means turn the problem 
over to him. 

Selecting Personnel 

Consider now that a package de- 
velopment department is to be found. 
How, then, shall the personnel of the 
department be selected and trained? 

As is at once apparent, the per- 
sonnel will vary greatly with the in- 
dustry. A concern such as Defender 
Photo Supply Company, Inc., must 
have men familiar with both chem- 
istry and photography—requirements 
which would not be necessary, per- 
haps. in an electrical industry. 

The package development depart- 
ment—or, as it is sometimes called, 
the container development depart- 
ment—is usually headed by a man 
with the title of package engineer. 
This man is probably a college grid- 
uate, preferably with an engineering 
degree, who has been with the com- 
pany long enough to have become 
thoroughly acquainted with its poli- 
cies and practices and who has had 
experience in production and, to 
some extent, in design. Very likely 
you will find a man who possesses 
the requisite qualifications within one 
of your departments. And while the 
best men generally come from the 
production division rather than the 
sales division, this is not always the 
case. You must make a careful search 
and wise choice. 

The staff members should be tech- 
nicians selected on the same basis 
as the department head. During the 
present emergency, most of them will 
be recruited from other departments, 
but postwar it will again become 
feasible to survey the ranks of col- 
lege graduates for candidates. Care- 
ful study will enable you to choose 
those with aptitude and liking for 
the work and a trial period should 
precede final selection. 

Next, to whom should the head 
of the package department report? 
Responses to the survey indicate that 
he should not report to either the 
sales department or the production 
department but directly to an execu- 
tive vice president or general man- 
ager. If this cannot be arranged, 
second choice is to have him report 
to the research or product develop- 
ment department. While an investi- 
gation of current practice would 
show the advertising or sales de- 
partment in control in many cases, 
results achieved in this way do not 
warrant recommending the setup as 
general practice. 
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A training program might be com- 
posed of such a schedule as this: 
The candidate is first given an in- 
doctrination course consisting of an 
apprenticeship in selected depart- 
ments of the company; short stays 
in the production, shipping, sales 
service, engineering, purchasing, and 
advertising departments, for in- 
stance, would give him a basic knowl- 
edge of packaging material, material 
handling, material procurement, 
costs, methods, work simplification, 
etc. Then he is taken on a series 
of field trips to various material sup- 
pliers to study uses of materials and 
on visits to other concerns which 
have package development depart- 
ments. Finally, he should call on a 
chosen group of customers, whole- 
salers, retailers, and ultimate con- 
sumers to see at first hand the con- 
ditions which packages encounter 
after leaving the manufacturer. 

Attendance at packaging confer- 
ences, meetings of the Packaging In- 
stitute and the Technical Associa- 
tion of the Pulp and Paper Industry, 
and meetings of trade associations 
of the manufacturer’s industry will 
do much to broaden the man and 
increase his contacts and general 
knowledge. Further, during all this 
apprenticeship period, the candidate 
should be supplied with professional 
and trade journals, packaging cata- 
logs. and reference books to round 
out his education. 


In addition, the accelerated train- 
ing programs with which most of us 
are familiar, such as the War Man- 
power Commission’s Training With- 
in Industry program, can no doubt 
be adapted to the training of pack- 
aging department candidates. Job 
Methods Training and Job Relations 
Training are especially suited to a 
program of this type. 


Assigning Responsibility 


Now the package engineer and his 
staff have been chosen. The depart- 
ment is ready to begin its work. 
Like many new things—automobiles, 
for instance— it must be broken in 
slowly and carefully. Do not ex- 
pect that it will immediately slam 
into high gear and be off with a 
bang. Time is required for the men 
to find themselves and adjust them- 
selves to their new work and to each 
other. When they are operating as 
a team, results will begin to show. 


In order to operate efficiently, each 
staff member must be assigned defi- 
nite responsibilities and then be en- 
couraged to use invention and in- 
itiative. 

Points of most importance in the 
development of a package are: 








1. What to make the package of — 
that is, the selection of the pro- 
per materials. 

2. What the package must do— 
that is, the function of the pack- 
age. 

3. What machinery is needed to 
form the package. 

4. The ease with which the pack- 
age can be produced and 
handled in large-scale produc- 
tion. 

5. The external appearance of the 
package—art work, consumer 
appeal. 

6. The copy, legal requirements. 

7. The cost. 

A typical small department com- 
posed of the package engineer and 
three assistants would, perhaps, di- 
vide responsibility in this way: One 
man would be assigned to the first 
two factors and concern himself 
chiefly with materials, testing, per- 
formance, etc. The second man 
would work on necessary machinery 
and production of the package. The 
third would take care of the art 
work, copy, legal requirements, etc. 
Meanwhile, the department head 
would compute costs and supervise 
and coordinate the work of the 
others. 

Each man is required to see that 
his part of the work is completed 
and on time, but no one should work 
entirely alone. Daily meetings to 
review progress and plan the next 
day’s work are suggested. At these 
conferences advantages and disad- 
vantages can be weighed and com- 
promises effected. 


Development of the Package 

Let us then follow a_ package 
through the mill. 

Assume that the sales department 
sends through a request for a new 
package. With the request should 
be information on the product it- 
self and on the sizes to be packaged. 
The package department should be 
told also to whom the product is 
to be sold and whether or not there 
are any special package require- 
ments, such as moisture-vapor resist- 
ance. 

The package development depart- 
ment then starts its job. Materials 
are tested by the technician assigned 
to this portion of the work. Labora- 
tory tests are made to determine the 
material and construction of the 
package, with the protection of the 
product as the primary aim. Ma- 
terial suppliers are called in and 
often have suggestions to offer. 
Soon all but two or three possibil- 
ities are eliminated. These are fur- 
ther tested, and the suppliers asked 
to run duplicate tests on the ma- 
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9. 6Y Te 
It S Y KS! After saying “Sorry, 
no ‘SCOTCH’ TAPE” for so long, we'd 


almost forgotten how to say anything else. 


But we’re learning the new word fast... 
and we’re saying it oftener and oftener all 
the time. 


Because each day we're able to ship a little 
more “SCOTCH” Brand TAPE to civilian 


users. 











Of course, for a while yet there’s not going 
to be nearly enough for everybody who 
needs it—but we’re being mighty careful 
about seeing that everyone gets a fair share 


of the “SCOTCH” TAPE available. 


And likely it won’t be too long before you'll 
be getting all the “SCOTCH” Brand TAPE 
you can use... for ail the sealing, holding 


and mending jobs it does so well! 


Use “SCOTCH” TAPE for these everyday jobs: 


MENDING TRANSPARENT 


BAGS 


HOLDING 


DECORATIONS 


SCOTCH.“ TAPE 


BRAND 


Made in U. S. A. by MINNESOTA MINING & MFG. CO.. 





for May, 1945 


“Seotch” is the trade-mark for the adhesive tapes made by M. M. & M. Co. 


Saint Paul 6. Minn, 
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terial. From the correlation of the 
two sets of tests, the best material 
is selected for use. 

Meanwhile the man assigned to 
production and the handling of the 
material is considering how to adapt 
present equipment to the package: 
or if new equipment is needed, he 
is contacting machinery manufac- 
turers for information and ideas. He 
and the others consult on whether 
the materials which seem best from 
the protection angle can be easily 
and economically fabricated in full- 
scale production. 

Simultaneously the design of the 
box and the copy are in preparation. 
An assortment of color schemes and 
layouts is prepared. Department 
consultations and contacts with the 
advertising and sales department de- 
termine the final selection of exter- 
nal design. 

Through all this it must be re- 
membered that while each individual 
is responsible for his portion of 
the work, close cooperation is neces- 
sary. 

When the final dummy is made up. 
the package engineer calls in the 
heads of the production, sales, ship- 
ping, and other interested depart- 
ments to offer criticisms and sug- 
gestions. For while the packaging 
men are all familiar with the opera- 
tion of the plant, a double check by 
the men who must produce and sell 
the package may often point out 
some disadvantage which can be cor- 
rected. 

After the suggestions resulting from 
this conference have been considered. 
and perhaps adopted, the package 
goes to the executive vice president 
for approval. 


Trial Run 


Then a trial run is made, and the 
package is market tested to deter- 
mine whether or not it fulfills its 
functions. Important points to be 
watched here are sales appeal and 
the durability of the package through 
the various stages of handling. 

Any changes indicated by the mar- 
ket test are made. and the package 
is again submitted to the interested 
department heads and then again to 
the executive vice president. Then 
it is ready to go into production. 

Complete specifications are drawn 
up. Both material and production 
specifications are written by the 
package development department in 
full detail and blueprinted. Copies 
of these specifications are sent to 
the production, control, accounting, 
and purchasing departments. 

When purchase orders are issued, 
they are accompanied by specifica- 
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tions and blueprints. Nothing is left 
to the discretion of the suppliers. 
All materials are specified exactly as 
wanted, and the incoming material 
is checked against the specifications 
as it is received. 

As the first production run_be- 
gins, the packaging staff is on hand 
to observe the flow of production 
and to see that all goes well. The 
first run is carefully watched right 
up to the point of shipment. Branches 
and dealers are sent questionnaires 
asking in what condition they re- 
ceived the goods and inviting com- 
ments on the package. Thus, from 
beginning to end, the department 
keeps a close check. 

Reviewing a bit, let it be empha- 
sized that the keynote of package 
development is always cooperation. 
There must be, first of all, coopera- 
tion between the members of the 
package development department. 
Second, there must be cooperation 
between the department and other 
departments within the company. 
Finally, there must be cooperation 
between the company and the ma- 
terial suppliers. Only with complete 
cooperation can package develop- 
ment work smoothly and swiftly. 

A package development depart- 
ment must have an open mind; it 
must always be on the lookout for 
new developments in materials and 
machines. 


The Packaging Committee 


Although the modern trend is to- 
ward the establishment of a_pack- 
age development department, with 
or without an advisory committee. 
under some conditions a packaging 
committee may serve the purpose. 
For the industry with relatively few 
packaging problems or for the small- 
er industry unable to maintain a 
package development department, 
such a committee is suggested. Let 
me now give you a picture of a 
typical packaging committee that has 
operated successfully for a number 
of vears. 

The committee is composed of: 

1. A chairman, 

2. A packaging technician, 

3. A major executive, and 

4. One representative of each of 
the following departments: engineer- 
ing, production, experimental lab- 
oratory, sales, methods, product test- 
ing, shipping, and purchasing. 

The contribution of each of these 
members toward package develop- 
ment is as follows: 

Chairman—Guides the work of the 
committee, devotes some time to 
package development, acts as liason 
officer between the various depart- 
ments. 





Packaging technician—The only 
man who devotes full time to pack- 
aging. Conducts tests, investigates 
new materials, checks specifications. 
etc. 

Major executive—Gives counsel on 
company policy, contributes sugges- 
tions from his experience with the 
company and its products. 

Engineering representative—Engi- 
neers packages, studies new ma- 
chinery, works on package design. 

Production representative — Con- 
siders the “productability” of pack- 
ages (from his experience he can 
judge whether or not the new pack- 
ages will flow easily through pro- 
duction). 





Experimental laboratory represen- 
tative—Tests materials for moisture- 
vapor resistance and conducts other 
laboratory tests. 

Sales Representative — Considers 
“salability,” customer appeal, con- 
venience for wholesaler and retailer. 

Methods representative—Is respon- 
sible for production ease, jigs and 
fixtures, time-saving short cuts, etc. 

Product testing representative— 
Tests packaging materials for any 
deteriorating effect on the product. 
This is especially important in the 
photographic industry because of the 
extremely sensitive nature of the 
product. 

Shipping representative — Passes 
on “shipability,” safe delivery of 
product, freight regulations, export 
pack, ete. 

Purchasing representative—Studies 
costs, contacts suppliers. 

Along with their individual respon- 
sibilities as outlined above, the com- 
mittee will act as a team in designing 
packages. And at various times other 
persons in the office or factory will 
be called upon for advice and assist- 
ance on specific problems. 

The need for a new package or a 
change in an existing package may 
be suggested by anyone—a salesman. 
a factory worker, an executive, etc. 
The suggestion is then presented to 
the chairman of the committee, who 
brings it up at the next meeting of 
the group. After discussion of the 
problem, the chairman assigns vari- 
ous phases of the development to 
members of the committee—for ex- 
ample, the packaging technician and 
the purchasing agent are assigned to 
contact suppliers, the laboratory rep- 
resentative to see that tests on ma- 
terials are carried out. At the next 
meeting, each member reports pro- 
gress on his assignment, and the re- 
sults are correlated and studied. Co- 
operatively, the committee works out 


(Continued on page 90) 
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line Packaging. . . 
tor Fine Quality Products 


INE PACKAGING of candy bars, biscuits and cookies, 
regardless of shape or texture, bespeaking of the fine 
quality within . . . dressed with neat, trim, streamlined 
appearance that carries extra eye and sales appeal .. . 


that’s WRAP-O-MATIC. 


Wrap-O-Matics are economical too .. . they reduce wrap- 
ping labor costs as much as 75% and wrapping material 
costs as much as 35%, plus high speed wrapping up to 120 
units per minute. Fragile or irregular shaped items are 
successfully wrapped as the ingenious Wrap-O-Matic 


wrapping exerts no pressure on the products. 


WRAP-O-MATIC 
PACKAGING EQUIPMENT 


For wrapping candy bars, biscuits, and 


Plan now to streamline your wrapping operations . . . have 


our engineers survey your packaging department and show 


cookies. Wrap-O-Matic is the most popular you how Wrap-O-Matic can increase your Wrapping pro- 
Wrapping machine in the Confectionery and 
Bakery field . . . a real tribute to the flawless duction with greatly reduced labor and material costs. Also 


wrapping by Wrap-O-Matic. 





for May, 1945 


write for a copy of our illustrated brochure and more details. 


WRAP-O-MATIC 





Manufacturing Corporation, Defiance, Ohio 


U. Ss. A. 


DIVISION 
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Candy Outsells Staple Groceries 
In per Capita Consumption of Foods 


T° the past people have looked upon 
candy as a luxury—something to 
be enjoyed only on special occasions. 
However, modern thinking has done 
much to discourage this out-moded 
approach to this delightful food and 
we, in the food industry, which in- 
cludes every one of us—manufac- 
turer, wholesaler, retailer and sales- 
man,—have been telling the enlight- 
ening story “THAT CANDY IS A 
FOOD” —and telling it well. As evid- 
ence of this let me cite a few per- 
tinent facts and figures as to the pos- 
sibilities of candy merchandising in 
individual food stores. 

Let us take, for instance, 10 items 
which are handled most commonly 

-every day a store is open. I will 
give the latest United States Depart- 
ment of Agriculture report for the 
year 1943 on the per capita consump- 
tion of these various commodities: 


By ROBERT I. JOHONNOT* 


Sales Manager, Veribrite Factory, 


The National Candy Co. 


ita consumption of candy which is 
19 pounds per person. This figure 
is authenticated by the 1943 report 
of the United States Department of 
Commerce. Surely there must be 
some reason for this consumer ac- 
ceptance of candy, and the interest- 
ing part of this picture is the fact 
that, throughout the years since 
World War No. 1, the per capita 
consumption has steadily increased 
each year from a figure at that time 
of approximately 10 pounds per per- 
son. 
Candy Looks to the Future 

This enviable position of candy in 
the food picture is not due to war 
time boom, as we are all well ac- 
quainted with the raw material re- 
strictions and labor difficulties which 
have seriously curtailed the candy in- 
dustry’s civilian production. 

I can assure you that the picture 
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Highest on the list is that most im- 
portant commodity —COFFEE-—on 
which the latest per capital consump- 
tion figures are 16.28 pounds for 
1943. 

Here are 10 basic staple com- 
modities without which no retailer 
can operate and without which no 
home would be a satisfactory place 
of contentment. However, compare 
these figures with the 1943 per cap- 


A talk given by Mr. Johonnot at The 
Grocery Merchandising Clinic of Univer- 
sity of Wisconsin Extension Division, 
Vilwaukee, Wisconsin—April 23, 1945. 
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ahead for candy departments can be 
one of constantly increasing volume 
due to unusual consumer acceptance 
of this delicious food by members 
of the Armed Forces throughout the 
world. Many of them who were only 
“occasional” candy eaters—have now 
developed their appetites to the point 
where candy has become a part of 
their daily nutritional requirements 
and—rightly so—as this matter has 
been definitely certified to by the 
presence of candy in every food ra- 
tion issued by the Quartermaster 
Department. Rations. all of which 
have been continually mentioned. 





Mr. R. I. Johonnot 


such as the “C” Ration for break- 
fast, dinner and supper,—the “Life- 
boat” Ration,—the “Parachute” Ra- 
tion the “D. and K.” Rations and 
that latest development of the Chi- 
cago Quartermaster Depot,—the “Az 
Crew” Lunch, include candy. 

These facts and figures which | 
have given point to not only a satis- 
factory past domestic consumer ac- 
ceptance but are a definite guaran- 
tee of a continuing, ever-increasing 
demand for candy in the free-mar- 
ket. post-war years. 


Let’s Take a Look at 
Your Own Picture 

Visualize present stores and the 
plans which have undoubtedly been 
made for remodeling, modernizing. 
or for that new “dream store” of the 
not too distant future. Candy will 
definitely form a most important part 
of the functioning of this new layout 
as extensive survey has proven that 
in super-food markets candy is one 
of the easiest items sold, as it is 
bought, in the majority of cases, on 
impulse created by appealing dis- 
plays. 

The location of the candy depart- 
ment in the store, of course, depends 
upon the space and fixture limita- 
tions. However, in the “dream store” 
a candy department adjacent to the 
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Wall paper 
| suggestion for the 
office of every 
folding carton 
user... 

















EYE-CATCHING folding 
cartons start with the = 
right board. And 
many of America's 
leading folding car- 


COATED LITHWITE is 
unusually white. Its 
surface is hard, 
smooth, free from 
chalkiness. Forms a 


IT'S A GOOD IDEA to | 
keep reminding your- 
self that the greater 
the eye-value of your 


package, the bigger 
the break it will get 
in tomorrow's  self- 
serve stores and open 
displays. It will need 
that break. For impulse or pick-up 
sales already account for a tremen- 
dous volume. Tomorrow, it will be 
even larger. 











ton users will tell you 
that the “right board" 
is Coated Lithwite. 
They'll show you how 


brilliantly colors come up on this revo- 


lutionary board . .. how sharply prod- 
uct illustrations reproduce with a 
tempting, life-like realism that makes 
hands reach for them. 








perfect base for pilates 
and inks. Its rich, vel- 
vety feel says quality 
Add Gardner-Richard- 
son s fine press work, precise methods, 
skilled plate-making, careful make- 
ready, thorough checking...and it 
all adds up to folding cartons that 
give your product a real advantage. 
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£8" SIX YEARS of Gardner- =| Al. GET STARTED, NOW. Find out how coated Lithwite 
boty pre yuinn' onset — can improve the eye-appeal of your folding cartons. 
) nic ° » . . . 
a » penis 9 om tatihes CAS Be ready, when new orders for Coated Lithwite can 
was Pasted Gineite «tthe be filled (at present, we're sold up!) . . . to get the jump on your 
. ¥/ original paperboard, competition with a folding carton that does a better selling job, gives 
SS made = ang “ your product a shelf and display advantage. Put your problem up 
3 , hi ° “e oe ne 3 
= pit: parcel in to our technical and merchandising specialists. They'll jump at the 
Manutactured to rigid G-R standards, chance to show you what can be done with ingenuity, know-how 
Coated Lithwite gives eye-catching ..-and Coated Lithwite. Write, today. 
printing quality, folds and scores 
without flaking, takes a positive seal, by G Cc 
speeds through filling machines. T e ARDNER -RI HARDSON Co. 
Manvfacturers of Folding Cartons and Boxboard 
MIDDLETOWN, OHIO 
Sales Representatives in Principal Cities: PHILADELPHIA . CLEVELAND . CHICAGO ST LOUIS . NEW YORK BOSTON . PITTSBURGH DETROIT 
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Plant of George H. Sweetnam, Inc. 
Cambridge, Mass. 


We manufacture to order. The Plant of George H. Sweetnam, Inc., is fully equipped to handle every 


kind of processing of paper for the manufacture of candy box findings. We specialize in protective 
packing for candy manufacturers. 


Candy Mats 

—(Flossine, Padsit, Decopad) 
Dipping Papers 
Shredded Papers 


282-286 Portland Street 


Cambridge, Mass. 


bakery or meat department is prefer- 
able as, here, “Madam Housewife” 
is inclined to stop-and-ponder, and 
make personal selection of items 
which she has not already pre-deter- 
mined to purchase prior to coming 
into the store. As a general rule the 
average housewife’s shopping list 
does not include a bag of “XXXX 
Mints for Mother’,—a “Sucker for 
Junior”,—or a “Bar or two of candy 
for the teen-ager”. But, in the ma- 
jority of cases. when candy is pro- 
perly merchandised, the housewife 
makes a purchase and the merchant 
has not only made a most accept- 
able profit but has started a chain 
of buying habits which will trans- 
late themselves into ever-increasing 
profits in the candy department, pro- 
vided he constantly plays up to that 
candy-buying impulse which all of 
us have. 

Display is limited by the fixture 
setup, however, most successful mer- 
chandisers in the independent, food 
field prefer to sell bulk candies pack- 
aged in cellophane bags, from island 
displays or from tilt angle floor 
stands, placed in position of heaviest 
trafic. If a store happens to be 
equipped with deep freezers for the 
merchandising of frozen foods it will 
be well to consider spotting a candy 
island or candy display close by, as 
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Globular Parchments 
Waxed Papers 
Embossed Papers 


here is also a stop-gap in the traffic 
movement of the store and proximity 
helps increase that candy buying im- 
pulse. 

Eventually, all bulk candies sold 
to “Madam Housewife” will be of- 
fered in cellophane units. These can 
be packaged either by the retailer 
himself or can be purchased pre- 
packaged by the original manufac- 
turer. When war-time packaging re- 
strictions are further relaxed, I antici- 
pate that an ever-increasing percent- 
age of the present bulk poundage 
produced in our industry will be re- 
ceived by the retailer in factory pack- 
aged consumer units. At the present 
time, however, this is not the case 
and perhaps it is just as well as it 
permits the retailer, who does his 
own packaging to package units of 
bulk candies into the most accept- 
able consumer price- brackets such as 
17c—19ce—23c—and 29c. Surveys 
show that over 44% of all bulk candy 
sold in food stores was in the price 
range of from 10c to 29c, with the 
20c to 29c¢ bracket supplying ap- 
proximately 35% of the stores total 
candy volume. 
5c Bars and Gum 

Of course, at the present time no 
one is having difficulty in selling 
every item of 5c bars and gum that 
can be had, however, such was not 


Chocolate Dividers 
Boats and Trays 


—(Plain or Printed) 


Layer Boards 


Back the 7th War Loan Drive! 
GEORGE H SWEETNAM, 


PHILADELPHIA 
NEW ORLEANS DETROIT 


Die-Cut Liners 
Protection Papers 
Partitions 


Representatives in: 


CHICAGO 


LOS ANGELES 


always the case and we do not have 
to stretch our memories too far to 
remember the days that the retailers 
were doing business for “fun”. That 
is—fun as far as profit is concerned 

when they offered popular 5c bars 
and gum on a basis of 3 for 10c. This 
destructive practice was far from 
conducive to healthy interest in the 
candy business by the food store 
owner or the department manager 
simply because the profit was not 
there. I predict that in the free 
market years to come we will see 
aggressive food store operators sell- 
ing bar goods and gum in full box 
units for take-home consumption. 
Housewives will carry a pantry stock 
so that the school lunch box and 
that after school snack can be read- 
ily satisfied. 5c bars and gum in 
full box units will possibly be sold 
at a figure of from 89c to 99c per 
box which figures I am sure all will 
agree are much better from the profit 
angle than that previously obtained 
at 3 bars for 10c, with the resultant 
return of nothing but work and very 
little to be considered profit. Of 
course, I do not wish to leave the 
thought that sales of single units of 
5c bars or gum will be out of the 
picture entirely, but these single unit 
sales will doubtless be moved to the 
check-out’ stand or to a prominent 
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PRINTED WRAPS for CANDY 


Cellophane, glassine and foil paper wraps . . . Sharp, 
clearly defined printing . . . Perfect register . . . One, two, 
three or four colors . . . Rolls and sheets . . . Rolls accurately 
spot-printed for electric eye operation. 
Now that we are completely set up in our new quarters, 
and—having an especially “sweet tooth” for candy wraps— 
we invite the opportunity to discuss your packaging problems. 
Design services are 


ania x ROTO-LITH/,, 


quiries invited! 30-32 WEST 13th ST., NEW YORK II, WN. Y. 
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HEAT SEALERS 


for Confectioners 
$19.50 to $235 
DOUGHBOY ROTARY —> 


‘*Tops’’ in heat sealers—continuous, motor- 
driven rotary action to seal any size bag. 
pouch or barrier . . thermostat heat 
control for all materials, Preferred by 


confectioners, military agencies, war plants, 
etc., to seal rations, military materials, 
etc. As many as 35 in one plant! 





ular 











price 





MULTI-USE-SEALER> 


The practical, all-purpose heat 
sealing tool. Three-heat switch 
for various materials — three 
sealing stations Wall and 
table mounting bracket avail- 
able. Light—easy to use. 





<— E-Z ADJUSTA- 
HEAT SEALER 


The widely used table model, 
foot pedal sealer now so pop- 


plants, military agencies, etc. 
Thermostatic heat control for 
all materials 
three types of krimp. Low in 


candy piants, war 


Three sizes— 





PACK-RITE MACHINES 
828 N. Broadway, Milwaukee 2, Wis. 


Attention of 


Address 





Please rush complete information on your machines to: 


Firm Ve TL TC TT TT TTT TTT OT TCC Tere 








place beside the cash register. In 
this position, losses by petty theft 
are reduced to the minimum. Think 
over the thoughts previously ad- 
vanced of full box sales of 5c bars 
and gum on island displays about 
the store. There is plenty of merit 
to this idea and one to carry into 
the post-war days when you can again 
tell your favorite wholesaler to send 
you “40 or 50 boxes of G /. Joe 


> 


Bars”. 
Profits 


My friends, we are all in business 
for one prime purpose, that of mak- 
ing dollars. Whether a man is a 
butcher, a super-market operator, a 
corner store retailer, or a green- 
grocer,—his occupation is only the 
means to the end of making dollars. 
This is our prize objective. Let’s take 
a look at the candy picture and see 
what excellent gross is represented 
for dealers who aggressively mer- 
chandise candies. Let’s take the 10 
different staple items previously re- 
ferred to and in independent food 
stores of Group 1 classification, those 
doing an annual volume of $50,000 
or less per year as a base guide. 
You will find the average percent- 
age mark-up on CANNED VEGE- 
TABLES AND FRUITS to be ap- 


proximately 25% gross,—while the 
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profit on EV APORATED AND CON. 
DENSED MILK shrinks to approxi- 
mately 20%. Take the case of CER- 
EALS where you have an approxi- 
mate profit spread of between 17% 
and 22% gross and in the case of 
that popular commodity—Coffee—a 
gross profit mark-up of approxi- 
mately 17%. Compare these figures 
with that which the average inde- 
pendent food merchant enjoys on 
bulk candies of approximately 30% 
to 35% minimum gross _ profit. 

Keeping in mind our original 
thought that our prime purpose is to 
make dollars and that food retailing 
is our most pleasant approach to this 
end, it is readily apparent that the 
time, effort and thought spent in 
merchandising candy will handsome- 
ly reward any retailer. To help him 
do this, the candy industry has em- 
barked on a concentrated two-year 
program of advertising. 

Under the direction of the Coun- 
cil on Candy of the National Con- 
fectioner’s Association, this advertis- 
ing campaign is being aggressively 
and thoroughly promoted. The Coun- 
cil on Candy advertising campaign 
is now starting its second year of 
cooperative advertising and this mil- 
lion dollar program is being financed 
by all sections of the candy and al- 
lied trades industries from raw ma- 





terial producers, through manufac- 
turers, wholesalers, retailers and 
salesmen. 

In the post-war years, which we 
expect are not in the too distant fu- 
ture, candy in all its varieties will 
again be available in quantity and 
you, as a merchant, interested in 
profit will do well to capitalize on 
this greatly increased consumer ac- 
ceptance of candy by featuring a 
candy promotion in your weekly ad- 
vertising. 

These candy features, believe it or 
not, will do much to add character to 
your store and never forget for one 
minute that once “Madam House- 
wife” has purchased a delightful 
candy item from your varied stock 
that she will forget where same 
was purchased. 

Du Pont Cellophane 
Manager Dies 

John Earl Hatt, manager of the 
Cellophane Division, E. I. du Pont 
de Nemours & Company, died sud- 
denly of a heart attack Friday night. 
April 13, 1945, at his home in Green- 
ville, Del. He became general man- 
ager of the Du Pont Cellophane Com- 
pany, Inc., in 1928. When this com- 
pany became the Cellophane Divi- 
sion in 1937, Mr. Hatt was made 
division manager. 
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Plywood press production in- 
creased 100% ... with Diafane. 
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Sterilization of plasma nee- 
dies, visibly checked ... with 
Diafane. 


When a vital peace-time packaging material becomes es- 
sential for many strange uses all over the world — it’s news. 
Good news for our war effort; bad news for many manu- 
facturers of packaged goods. 


Production of Diafane has doubled in a few years . . . and 
there still isn’t a pound to spare for new customers. But now 
is the time to get experimental samples. Test Diafane on your 
machines and get ready to use this exceptional packaging 
material when the time comes. 


RIEGEL PAPER CORPORATION 
342 Madison Avenue @ New York 17, N. Y. 


Also sold by The Detroit Wax Paper Co., 
Waxide Paper Co.,and Western Waxed Paper Co. 
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READY FOR 
ROLL CALL! 


ys TAKES a large room in Reynolds Laboratory to hold 
all the experimental roJls of Reynolds foil. This is one 
section of it. 

The rolls you see look very much alike—but they’re 
all different—different weights, different laminations. 

When the Army Signal Corps asks us for the answer to 
a packaging problem, eight of these rolls may come 
down from the wall. A Naval Ordnance problem may 
summon down another eight . . . or more, to make test 
after test—or even a new lamination if necessary. 

There are twelve highly specialized departments in 


Reynolds completely equipped, modern packaging lab- 


oratory . . . dedicated now to the single aim of develop- 
ing better packaging for shipment of the matériel of War. 
The needs of war have revolutionized packaging! 
Undreamed of improvements have been made in the 
rolling, laminating and sealing of foil materials. 
* * * 


For many years Reynolds aluminum foil has given new 
brilliance and durability to beverage labels—increased 
the “shelf appeal” of many thousands of packages. 
When aluminum is no longer needed for vital war uses 
—Reynolds metal labels will be ready to lend new sales- 
building glamour to your products. 


we REYNOLDS METALS COMPANY 
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jo Wo lage? 
Unfilled 


-Victory 


We must speed up produc- 
tion and delivery of war 
supplies to the fighting 


fronts. 


And we must all buy more 
War Bonds — today and 


tomorrow. 





GAYLORD CONTAINER CORPORATION, General Offices: SAINT LOUIS 


CORRUGATED AND SOLID FIBRE BOXES . . . FOLDING CARTONS . . . KRAFT GROCERY BAGS AND SACKS . . . KRAFT PAPER AND SPECIALTIES 


New York . Chicago .« San Francisco . Atlanta . New Orleans 

Jersey City «. Seattle . Houston . Indianapolis . Los Angeles 

Oakland « Dallas « Minneapolis . Jacksonville .« Colambus . Tampa 

Fert Worth . Cincinnati . Des Moines » Oklahoma City . Portland 

San Antonio . Detroit . Greenville . St. Louis . Kansas City 

Memphis . Milwaukee . Chattanooga . Bogalusa . New Haven 
Weslaco . Appleton . Hickory . Greensboro 
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ALWAYS 
DEPENDABLE 
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WRAPPING MACHINES 


The satistaction of KNOWING penaabie and economical. The 
that their eos machines SENIOR MODEL wraps 160 
will give EFFICIENT, UNIN- ieces per minute; new HIGH 
TERRUPTED SERVICE AT ALL PEED SPECIAL MODEL wraps 
TIMES is just one reason why 325 to 425 pieces per minute. 
candy manufacturers the world 


over prefer IDEAL Equipment. Both machines are bullt for the 


These machines, suitable for most exacting requirements 
both large and smal! manufac- and carry our unqualified 
turers, are fast, always de- guarantee. 


Write For Complete Specifications and Prices 


IDEAL WRAPPING MACHINE CO. 


EST. 1906 


MIDDLETOWN, N. Y.- = a U. Ss. A. 


Container Re-use “A Must” Again 


War Food Order 115, which provided for a 50% 
set-aside of candy bars, rolls, and packages made to 
retail at 5c to the armed forces, was cancelled on April 1. 
With the cancellation of the set-aside order, vast quan- 
tities of candy bars, purchased by the armed forces were 
packed fr overseas shipments in wood containers or in 
V-boxes. Because the container Limitation Order L-317 


doesn’t provide a container quota that will permit man- 
facturers to pack the additional candy bars—and since 
overseas containers cannot be used—the manufacturer. 
who has only a AA-4 container priority, is forced to turn 
more to 


to re-used containers more and move. their 


products. 


Shellmar Technologist Receives 
Overseas Assignment 


Robert L. Lee, Packaging Technologist with Shellmar 
Products Company, Mt. Vernon, Ohio, has been appoint- 
ed, at the request of the United States Transportation 
Corps, European Theater of Operations, to act as Tech- 
nologist in assisting to set up a program of packaging, 
packing and processing of military equipment in the 
European Theatre. Mr. Lee attended the United States 
Military Academy at West Point for two years. Leaving 
the academy in 1928, he went into the retail business, 
during which time he became interested in packaging, and 
in 1938 joined the Shellmar Products Company. Until 
1940 he represented Shellmar in New York and New 
Jersey. Since January of this year, he has served as an 
assistant salesmanager of 19 Mid-Western States. 


F. E. Irsch Joins Gardner-Richardson 


Frank E. Irsch. Jr., recently a captain in the Chemical 
Warfare Service, has been placed on the inactive list by 
the War Department. He has joined The Gardner-Rich- 
ardson Company, manufacturers of boxboard and folding 
cartons, and will be located in their sales office at 500 


Fifth Avenue, New York City. 


Returning Vets’ Job Plan Announced by H. & D. 


The Hinde & Dauch Paper Company has announced 
a special plan for re-employment of returning war vet- 
erans, which reserves for the veterans important prefer- 
ences over and above those stipulated by law. The plan 
has received final approval by the War Labor Board. 
Extending its veterans rights to members of the Mari- 
time Commission as well as other regularly constituted 
armed forces, the policy also seeks to guarantee as many 
preferences as possible, for returning veterans applying 
for employment who were not previously associated with 
the company. Plant managers have been instructed by 
President Sidney Frohman, to give veterans “every 
break”, and to study every job requirement so as to 
employ as many handicapped veterans as possible even 
though not former employees of the company. Veterans 
will be given every opportunity to use newly acquired 
skills for their own benefit. 


@ Mr. S. L. Flugge, of the Continental Can Company, 
has been appointed director of container research, ac- 
Malone, 


Allen L. 


cording to Mr. 
research. 


general manager of 












Satins Tinsels 
Taffeta Novelties” 
Ribbonzene 


e We specialize in 


444 FOURTH AVENUE, NEW YORK 16 
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ny, for emergencies by Mr. Cellophane 


ac- 

FLARES, flashlight, instruction books, etc. are vital equipment for this 
collapsible lifeboat which is carried on the mighty Clippers that are flying 
high priority passengers and freight on the global airways. These essen- 
tial items must be in perfect condition in case of emergency—and that 
means another vital job for Sylvania cellophane! The articles are heat sealed in air-tight moisture-proof 
cellophane and inserted in the pocket of the inflated boat. Then the boat is deflated and stowed in its place 
on the Clipper. Here is just another essential Sylvania development that will mean more uses for cellophane 
...and better cellophane...in the postwar world. 


SYLVANIA CELLOPHANE 


Made only by SYLVANIA INDUSTRIAL Corporation 


Manufacturers of cellophane and other cellulose products since 1929 
General Sales Office: 122 E. 42nd St., New York 17, N. Y. ® Plant and Principal Office: Fredericksburg, Va. 
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LACHMAN-NOVASEL 
PAPER CO. 
111 Greene Street 
New York 12, N. Y. 
WOrth 4-6426 


New Applications For Packing Machine 


In its preparations for meeting a 
wider variety of post-war wrapping 





High Speed Bag Packaging 








450 linear inches of perfect sealing assures maximum 
efficiency and production. 


Our engineers will tell you more, and help you 
plan for this speedy equipment. 


AMSCO PACKAGING MACHINERY, INC. 


31-31 Forty-Eighth Avenue 





Amsco High Speed Automatic Rotary Bag Sealing Machine 
now makes possible the placing of from one to four filling 
machines on a belt conveyor line and having all production 
sealed automatically with the one machine, Floor space 
cut to the minimum. Operation assuring lowest cost per 
package. 


New machine now available. Floor Model with Push 
Button raising and lowering feature for quick adjustment. 


STillwell 4-4840-1 
LONG ISLAND CITY 1, N. Y. 


























no matter how long the run. 
Mint patties are wrapped indivi- 


requirements, the Package Machin- dually, but sandwich crackers 





ery Company of Springfield, Massa- 
chusetts, has adapted its Model DF 
machine to the wrapping of such 
products as 5c mint patties, sand- 
wich crackers, cookies, etc., as well 
as to irregular-shaped candy bars. 


The machine below is so designed 
that all forming and enfolding of the 
wrapper takes place over breaker 
bars and tuckers—not over the pro- 
duct itself. Irregularities in the shape 
of the product, therefore, do not af- 
fect the perfection of the wrapping. 
Electric-eye registration assures ac- 
curate placing of the printed design, 





cookies can be stacked in the desired 
number suitable for a 5c package. 

Speed, up to 110 per minute, de- 
pending on the product being 
wrapped. The machine is adaptable 
to practically any type of material— 
cellophane, glassine, plain or lamin- 
ated foil, etc. 


Package Development Department 


(Continued from page 78) 


a solution to the problem. The pack- 
age is then presented to the executive 
committe and to salesmen and 
branch managers for comment. Any 


S 


as. 7. 
A 





vage 90 





suggestions resulting from these con- 
tacts are presented to the packaging 
committee, which reviews and _per- 
haps adopts them. Thus the package 
is ready for inclusion in the product 
line. 

While a packaging committee may 
seem cumbersome, actual experience 
shows that where capable men are 
appointed, it will work swiftly and 
efficiently. Its main advantage is in 
the multiple viewpoint it affords. 
While a package development depart- 
ment must be careful to take a broad 
view. the packaging committee has, 
shall we say, “a built-in multiple 
viewpoint.” 


WERTHY’ 


RIBBONS gf 


Ds ie. | 


Gauze Ribbons 


Satin and Novelty 
Effects 


Ribbonzene fond N 


Patriotic Ribbons ’ CORP. 


"‘Where Quality — 
Merchandise F 
Costs No More" 


G N.Y 
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SEALS OUT: Moisture-Dust-Odors 
SEALS IN: Freshness-Flavor-Goodnéss 








Package Protection on the Home Front 
Investigate this wartime wrapping material, valiantly overcoming 
‘home front’ competition for many products, while Cellophane 
is serving the battle front. 

VICTORYWRADP has sales-winning eye appeal...is resistant 
to moisture or vapor; also highly transparent and heat-sealing. 
Works smoothly on Cellophane bag making and wrapping 
machines. Offered as plain or printed bags, and multi-color 
printed rolls, or printed sheets for hand application. 

The growing popularity of this wartime stand-by shows it 
has ‘star’ qualities of its own, deserving a permanent role in the 
cast of packaging materials. For many uses, VICTORYWRAP 
teams up perfectly with LOXTITE—the economical tailor-made 
partitions which give crash protection to cookies, candies, fruits, 
vegetables, rations, munitions and all fragile items. 


A card will place our technicians at your command. 


Note: Our products presently available on 





government contracts stating end use. 


SPEED victory / 


TRAVER CORPORATION 


Dept. MC55 e 358-368 West Ontario Street * Chicago 10, Illinols 





BOX PARTITION DIVISION 
404 N. Sacramento Bivd., Chicago 12 
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CONFECTIONERY BROKERS 





GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


J. N. ALLEN & CO. 
Box 628 
RALEIGH, N. C. 

Box 570 

GREENSBORO, N. C. 
Territory: North Carolina 


EDWARD A. (Candy) BARZ 


Manufacturers’ Representative 
Broker & Expediter 
P. O. Pox 395 
LA PORTE, INDIANA 


H. K. BEALL & CO. 
201 N. Wells St. — Phone RANdolph !518 
CHICAGO 6, ILLINOIS 
Territory: Illinois, Indiana, Wisconsin 
25 years in the Candy Business 


JOHN T. BOND & SON 
637 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory: Pacific Coast 
Our 25th Year in Candy and Food Field 


J. J. BOND & COMPANY 
1840 Hill Crest—Phone: 7-1800 
FORT WORTH 7, 
Territory: Texas 


CAMERON SALES COMPANY 
5701 E. 6th Ave.—Phons: Dexter 0881 
DENVER 7, COLORADO 
Territorv: Col.. , Tea., Mont. 
Wyo., N. & S. Dak. 


CARTER & CARTER 


Confectionery Mfr’s. Agents. Established 
with Indus‘ry since 1901. 
SEATTLE, WASHINGTON 

91 Connecticut St—Phone: Main 7852 

Territory: Wash., Ore., Utah, Ida., Mont., 

v., Wyo. 


THE EDWARD M. CERF CO. 
740-750 Post Street 
SAN FRANCISCO 9, CALIF. 
Specializing in candy and allied lines; 
Unexcptionable banking, other references. 


























CHARLES R. COX 


1428 Erie Blvd. 


S. , OHIO 
Territory: Ohio, Michigan, and Indiana 


M. GRUNBERG 


3619 Rutherford St., Phone 4-7138 
HARRISB P A 





Territory: Penna., Md., Dela., D. C. 


HARTLEY SALES COMPANY 
GEORGE W. HARTLEY 
742 S. W. Vista Avenue—Phone: ATwater 5800 
PORTLAND 5, OREGON 
Territory: Oregon and Washington 


LEON K. HERZ 


1290 Grand Ave., Emerson 7309 
ST. PA MINN. 








Territory: Eastern N. Dak., Minn. 
Western Wis. 


DONALD A. IKELER 
2029 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


JOS. H. KENWORTH 
850 Lake Shore Drive—Phone: Whitehall 4850 
CHICAGO I1, ILL. 
Territory: Chicago, Milwaukee, Minneapolis, 
St. Louis, Detroit. 25 years in territory. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
GS BUTTE GREAT FALLS 
(General Office)—Established 1907 

Territory: Montana & Northern Wyoming 


HARRY LYNN 

Candy Manufacturers’ Representative 
1511 Hvde Park Blvd 

CHICAGO 15, ILL. 

Terr.: Chicago, Milwaukee, IIL, 














Ind., S. Wis. 


RALPH L. MUTZ COMPANY 
608—1éth St. 
CALIF. 


Honolulu, Hawaii 


PEIFFER FOOD PRODUCTS CO. 


Imported and Domestic Candies 
104 So. Mich. Ave.—Phones: State 3531-32 
CHICAGO 3, ILL. 





Terr.: Cal.; Reno, Nev.; 





PICKRELL and CRAIG CO. 


Incorporated 
LOUISVILLE 2, KY 
Also Offices and Warehouses at 
Middlesboro and Lexington, Ky. 


HART POSKA COMPANY | 


1203 Western Ave.—Phone Seneca 2466 
SEA 1, WASHINGTON 





Territory: Ore., Wash., & Northern Ida. 


J. W. PURNELL 


Confectionery Manufacturer's Agent 
303 Amherst Avenue 
RICHMOND 22, VIRGINIA 
Territory. Virginia, N. & S. Carolina 








D _ TEXAS 
Texas, Louisiana. 15 Yrs. in territory. 





THEODORE A. SOMMER 
8336 Maryland Ave. 
CHICAGO 19, ILLINOIS 
Tel. Vincennes 7174 
Confectionery and Food Products 
Serving Chicago Metropolitan Area 25 years 


GEORGE R. STEVENSON CO. 


302 Terminal Sales Building 
SEATTLE WASH. 





Territory: Wash., Ore, Ida., Mont. 
Over 20 years in this area. 


RALPH W. UNGER 


923 East 3rd Street—Phone: Trinity 8282 
LOS ANG! CALIFO) 





Terr.: Calif., Ariz., N. Mex., West. Tex., Nev. 


N. VAN BRAMER SALES CO. 


3844 Huntington Ave. 
LIS, 
Territory: Minn., N. Dak., S. Dak., Ia., Neb. 


W. A. (BILL) YARBOROUGH 
38 Palisades Rd., NW 
ATLANTA, GEORGIA 

Territory: Ga., Fla., Ala., Miss., Tenn. and Ky. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 
DENVER. 
Territory: Colo., Wyo., Utah, Idaho, Mont. 


IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
25 Years Experience 
Territory: excluding Phila., Pa. & W. Va. 

















Cacao Standards Defined 
The Food and Drug Administra- 


tion has issued definitions and stand- 
ards for cacao products (Federal 
Register, Vol. 9, No. 243, Dec. 6, 
1944). These regulations will become 
effective October 1, 1945. 

A major labeling change has been 
made in that the specific common 
name of the alkali used must replace 
the word, alkali in the phrase, “Pro- 
cessed with Alkali.” Lecithin, com- 
mon to users of chocolate, must be 
replaced by the phrase. “Emulsifier 
Added,” or “With Added Emulsifier.” 

Sweet chocolate must contain not 
less than 15% by weight of chocolate 
liquor, calculated by subtracting from 
the weight of chocolate liquor used 
the weight of cacao fat therein and 
the weights therein of alkali and sea- 
soning ingredients, multiplying the 
remainder by 2.2, dividing the result 
by the weight of the finished sweet 
chocolate, and multiplying the quo- 
tient by 100. 

Bittersweet chocolate is sweet choc- 
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olate containing not less than 35% 
by weight of chocolate liquor. Semi- 
sweet chocolate, semisweet chocolate 
coating and bittersweet chocolate 
coating, alternate names for sweet 
chocolate, carry the same quantity 
of chocolate liquor as the bittersweet 
chocolate. 

Finished milk chocolate must con- 
tain not less than 3.66% by weight 
of milk fat, not less than 12% by 
weight of milk solids, and not less 
than 10% by weight of chocolate 
liquor. 

In the case of sweet chocolate with 
vegetable fat (other than cacao fat). 
the requirement that milk constituent 
solids be less than 12% by weight 
does not apply. 

In the case of sweet cocoa and 
vegetable fat (other than cacao fat). 
the finished product must contain 
not less than 6.8% by weight of the 
no-fat cacao portion of cocoa used 
but the requirement that milk con- 
stituent solids be less than 12% by 
weight does not apply. 


(Editor’s Note:—Please refer to 
Dictionary of Raw Materials, THE 
MANUFACTURING CONFECTION. 
ER, September 1944, and make the 
necessary corrections for your own 


file). 


Blanke-Baer Salesman Wounded 

Mr. C. E. Campbell, formerly a 
salesman for the Blanke-Baer Ex- 
tract & Preserving Co., St. Louis, 
who served in the Armed Forces in 
New Caledonia and other South 
Pacific areas is now back in the 
United States with an injury to his 
left leg. He is under treatment for the 
injury. Mr. Campbell can be reached 
by his friends at 5525 W. Colfax, 
Denver 14, Colorado. 
Bonomo Visits Los Angeles 

Mr. Victor Bonomo, president of 
the Gold Medal Candy Co., Brooklyn, 
New York, visited in Southern Cal- 
ifornia recently with his son who is 
in the Army Medical Corps. 
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\ company has truly made 

its lasting mark 

in the trade 

when its trade mark has become 
ite indisputable areata: 


of product quality 


TAFFEL BROS., [Ba 


95 Madison Avenue ° New York, N. Y. 
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HELP WANTED 
CANDY MAKER, experienced, sober, 
steady. Salary $5,000 per year. For 
our 15 high grade retail stores. Steady 
work with reliable firm in Philadephia 
area. Must be able to produce and 
make high grade candies. Address 
E-5451, c/o THE MANUFACTURING 
CONFECTIONER, 400 W. Madison St., 
Chicago 6, Illinois. 








WANTED CANDYMAKER: Na- 
tionally known midwest manufac- 
turer desires aggressive, fully experi- 
enced man well versed in all phases of 
candy making. Do not apply unless 
willing and anxious to develop new 
items thru cooperation with chemical 
laboratory. Address E-5452, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W.. Madison St., Chicago 6, Illinois. 





FACTORY MANAGER. large east- 

ern manufacturer with modern 
up-todate plant seeking the services 
of a man with full knowledge and 
experience in manufacturing bars 
and other candy specialties. Must 
understand production as well as 
quality. Good opportunity for the 
right man with bright post war fu- 
ture. Good salary and bonus. Ad- 
dress E-54510, c/o The Manufactur- 
ing Confectioner, 400 W. Madison 
St., Chicago 6, Ill. 





HELP WANTED: CANDY CAN- 

DY EXECUTIVE, as assistant to 
the President, for a medium size na- 
tionally advertised candy specialty 
house, located in New England. Sales 
experience preferred. Salary and Bon- 
us. Give full particulars—past experi- 
ence, which will be treated as strictly 
confidential. Address E-5458, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago 6, III. 


SALES MANAGER WANTED by 
a large progressive eastern con- 
cern catering to the jobbing, syndi- 
cate, chain store, and department 
store trade. Must be capable of 
controlling a good sales organization 
and be especially qualified in the bar 
field. Address E-54511, c/o The 
Manufacturing Confectioner, 400 W. 
Madison St., Chicago 6, III. 
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HELP WANTED 
CANDY MAKER: For New Modern 
Kitchen. Small Retail Chain Middle 
West needs man who can make the 
finest quality chocolates. Take charge 
of plant. Highest wages. Permanent. 
Chance for advancement. All replies 
confidential. Address D-4456, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago 6, III. 








WANTED — Competent retail candy 

maker to take charge of candy fac- 
tory which services several stores. 
Must be experienced. Address D-4459, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chi- 
cago 6, Ill. 





WE HAVE AN OPENING for an 

experienced candy-maker to accept 
full responsibility of our Cream De- 
partment. This is a very important po- 
sition as it requires the ability to ob- 
tain maximum production and manage 
help with efficiency. One should be 
thoroughly familiar with all types of 
modern equipment also able to create 
new ideas. State full particulars in 
your first letter. All information kept 
strictly confidential. $100.00 per week 
to start. Future increases depend upon 
initiative. The D. L. Clark Company, 
David L. Clark, Jr., 503 Martindale 
St., Pittsburgh, Pa. 





PARTNER WANTED who knows 

manufacturing of all kinds of high 
grade candies, able to take complete 
charge of kitchen. I will handle the 
other responsibilities. Excellent oppor- 
tunity for right man. Chain store or- 
ganization is planned. Nominal in- 
vestment. Chicago territory. Address 
D-44510, c/o THe MANUFACTURING 
ConFECTIONER, 400 W. Madison St., 
Chicago 6, Illinois. 





WANTED PRODUCTION MAN 

who knows making of quality can- 
dies and understands uses of modern 
equipment, by candy factory located 
in the most promising section of 
Georgia. Permanent connection with 
business planning immediate expan- 
sion. Address B-2451, c/o THE Man- 
UFACTURING CONFECTIONER, 400 W. 
Madison St., Chicago 6, III. 


HELP WANTED 





WANTED — Candy maker  experi- 

enced in all kinds of cream centers, 
creams, caramels, jellies, fudge, etc. 
Permanent position, good opportunity. 
Give full information as to experience, 
age, saiary expected and availability. 
Factory located in Mid-West. Ad- 
dress C-3452 c/o MANUFACTURING 
CONFECTIOONER, 400 W. Madison St., 
Chicago 6, Illinois. 





HELP WANTED—Experienced pro- 

duction manager, who can produce 
all kinds of candies for retail manu- 
facturing confectionery. One who un- 
derstands all modern machinery, and 
who can produce results. Must be 
qualified to take complete charge of 
manufacturing, handie help, and un- 
derstand types of equipment used. 
Kindly furnish details in your first 
letter. Address’ C-3456, c/o THe 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago 6, III. 


HELP WANTED: Enrober man fa- 

miliar with Greer and National En- 
rober Machines, Steady work, good 
pay and pleasant surroundings. Appl) 
Andes Candies, 4430 N. Clark St. 
Chicago, Ill. 








THIS JOB is for the Candy Maker 

who has always wanted to be a fac- 
tory superintendent and was_ never 
given the opportunity. Must have thor- 
ough knowledge of making all types 
of candy including chocolate work: 
also must understand operation and re- 
pair of all types of candy equipment. 
In reply state experience, age, etc. 
30x C-3451, c/o THE MANUFACTUR- 
ING CONFECTIONER, 400 W. Madison 
St., Chicago 6, IIl. 





POSITIONS WANTED 


—_——> 


FIRST CLASS ENROBER MAN 

wants permanent position with candy 
company in middle west preferably. 
Familiar with all types of machinery. 
Best of references. Address E-5453. 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 West Madison St., Chi- 
cago 6, Illinois. 
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Producing candy under present labor con- 
ditions is tough! You need machines that 
give you added manpower — adequate 
production — maximum economy. You get 
these triple returns with every Union Rebuilt 
Machine you buy... from the largest stock 
of confectionery machines in the world. A: 
Union machine is your guarantee of satis- 
faction — more production with less man- 
power. All Union equipment is rebuilt by 
master mechanics to stand up under every 
test—ready for immediate, smooth-flowing 
production. If it’s a confectionery machine 
you need, check with Union first! 


Laur idle machines 
tACGH G lot Lo “sd 


© Complete Moulding Depart- 
ment sold as individual units 
or complete department. 


® Bullerjahn Starch Dryer and 
Conditioner, connected by 
conveyoring with National 
Equipment Fully Automatic 
Steel Mogul, Continuous 


We'll pay a lot for them too. Our prices 
for used machinery are the highest the in- 
dustry has ever known. Spot cash is wait- 
ing for equipment now lying idle or taking 
up valuable space in your plant. We'll take 

your surplus machines off your hands Bae tase ae cane 
immediately. There will never be a better size. 

time, or better prices paid. Act now! 


®@ 3 Savage Marshmallow Beat- 
ers, 110 gal. size, late style 
oval top, motor driven. 


Wire collect—or send full details of your 
used machinery you can sell. Our represen- 
tative will make you an unbeatable offer, 


for May. 1945 





June, Subject te Prior Sale 


® 2 Merrow Cut Roll Machines. 


®@5 Cooking and Mixing Ket- 
tles, for cream, jelly and 
caramel. 


@ 24" and 32" Enrobers with 
Bottomers. 


®@ National Continuous Cooker. 


@ Buy War Bonds which are 
today's safest investment. 
After that invest in perma- 
nent improvements to your 
plant, which will produce 
the means to purchase more 
War Bonds! 
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THE MANUFACTURING CONFECTIONER’S 


CLEARING HOUSE 











POSITIONS WANTED 





POSITION WANTED: By thor- 

oughly experienced all around re- 
tail candy maker capable of assuming 
full responsibility of shop operation. 
20 years in leading department stores. 
Prefer small shop in west coast area. 
Address E-5456, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago 6, Illinois. 





POSITION WANTED: Factory su- 

perintendent with experience covering 
a full general line. High class choco- 
late pkg. goods. Bulk and bar goods. 
Pan work, including thin shell candy 
coated chocolate pan work, etc. Avail- 
able at once. Address E-5459, c/o 
THE MANUFACTURING CONFECTIONER, 
400 W. Madison St., Chicago 6, Ill. 
POSITION WANTED—as foreman 

in general pan line. Well experi- 
enced, steady worker. Available im- 
mediately. Address D-4455, c/o Tur 
MANUFACTURING CONFECTIONER, 40U 
W. Madison St., Chicago 6 III. 








SITUATION WANTED: Man cap- 

able of turning out superior chocolates 
and complete line of candies for high 
grade retail store, wants position tak- 
ing entire charge of manufacturing on 
salary or percentage. Address C-3453, 
c’o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago 
6, Illinois. 





MACHINERY FOR SALE 





FOR SALE: Colborne Cherry Pitter, 

Cap. 1000 a minute. Thos. Mills 
Nut Breaking Machine No. 2. Prater 
Pulverizer, Model G3S, little used. 
Steam Jacketed Copper Kettle, 40 gal. 
tilting ; also 60 gal. stationary. Bakers’ 
Food Products Co., 819 E. 5th St., 
New York 9, N. Y 





FOR § AL E: Ww R: APPING MA- 
CHINES, Miller with and without 
cellophane sheeters. Scandia, all with 
motors and adjustable for various 
sized packages. Six spout Depositor, 
manufactured by the Filler Machine 
Company. Address E-5457, c/o THE 
MANUFACTURING CONFECTIONER, 400 
W. Madison St., Chicago 6, Illinois. 
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MACHINERY FOR SALE 





MACHINERY FOR SALE: 1— 
Wood Mogul—good working order ; 
1—Sanding Machine; 2-—Metal Cool- 


ing Tables; 1—Racine Continuous 
Cutter; 1—Werner Ball Machine— 
Semi Automatic; 1—Mills Improved 
Vertical Cutter; ; Herman 





Spinner Hard Candy Twist & Cutter. 
Address E-5454, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 W. Madi- 
son St., Chicago 6, Illinois. 





FOR SALE: Starch Cleaner of the 
“Buck Style” type. Anthony Maca- 

roni & Cracker Co., Inc., 818-26 N. 

Spring Street, Los Angeles, Calif. 





MACHINERY FOR SALE — Five 

sets of Pop moulds for Racine ma- 
chine. One small glass lined tank. 
Bud Candy Co., 208 West St. Clair 
Ave., Cleveland, Ohio. 





FOR SALE one National Equipment 

24” Enrober with removable tank, 
suitable for chocolate and icing. Of- 
fered for immediate sale. Wire for 
prices and information. Address H- 
84410, c/o THE MANUFACTURING 
CONFECTIONER, 400 W. Madison St., 
pemindl 6, Ill. 





MACHINERY FOR SALE: New or 

rebuilt guaranteed in first class con- 
dition: 3—York Batch Rollers with 
motors ; 2—Automatic Batch Rollers ; 
2—Hard Candy Sizing Machines ; 4— 
5’ x 4 Cooling Slabs; 1—Hildreth 
Pulling Machine with Motor; 1—40 
Gal. Steam Jacketed Kettle with agi- 
tator, etc. (with or without motor) ; 
1—50 Gal. Tilting Steam Jacketed 
Kettle, with Agitators, etc. and motor ; 
1—75 Gal. Steam Jacketed Kettle with 
agitator, etc. (with or without motor) ; 
1—Ball 5 Foot Cream Beater with 
motor ; 1—F & B 5 Foot Cream Beat- 
er with motor; 1—Dayton 5 Foot 
Cream Beater with motor; 1—Mills 
6" x 10” Large Mint Puff Machine. 
with or without motor. Also other mis- 
cellaneous equipment. Address D-4457, 
c/o THE MANUFACTURING CONFEC- 
TIONER, 400 W. Madison St., Chicago 
6, Ill. 








MACHINERY FOR SALE 





WRAPPING MACHIN 

Machinery Co. model AA Cello- 
phane Wrapper, formerly wrapped 
packages 14x2x234”", %4x2x3” and % 
x2%4x4". Stokes and Smith Tight 
Wrapper model No. 101 for packages 
5x3x12%s" maximum and 1-34x%x3" 
minimum. Loeb Equipment Supply 
Co., 905 N. Marshfield Ave., Chi- 
cago 22. 


ES: Package 





AUTOMATIC FILLING MA- 
CHINE, used. Made by Pneumatic 
Scale Co. Adjustable up to one pound 
portions. Suitable for filling cans, 
cello bags, or boxes. Speed app. 40 per 
minute. $750.00. Reliable Nut Com- 
pany, 1823 South Hope St., Los An- 
ates 15, Calif. 





MACHINERY FOR SALE: 
Ton Amonia Compressor complete 
—10 H.P. Motor—brine pump. 5 Gal. 


One 5 


Ice Cream Freezer. Miller’s Candies, 
10416 St. Clair, Cleveland, Ohio. 





MACHINERY WANTED 





WANTED: Used Bon Bon Coater. 
Must be in good condition and capable 
of dipping centers in Bon Bon cream 
or sugar icing. Chase Candy Com- 


pany, St. — Missouri. 


MACHINERY WANTED — Racine 

Model M die pop machine. State 
condition and best price. Address 
D-4452 c/o THE MANUFACTURING 
CONFECTIONER, 400 W. Madison St., 
Chicago 6, II. 





MACHINERY WANTED: UR- 
GENTLY WANTED: Copper 
coating pans and Vacuum Pans; Tab 
let Machines; Dryers and Mixers; 
Jacketed Copper and Aluminum Ket- 
tles. Describe fully and quote prices. 
Address A-1433, c/o THE MANUFAC- 
TURING CONFECTIONER, 400 West 
Madison Street, Chicago, [Il. 
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MACHINERY WANTED 
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= WILL PAY CASH for 1—60 gallon JOB WANTED WE BUY & SELL 
lo- double action mixing kettle for 100 If your product is sold in grocery 
ae Ibs. steam pressure. John Horne, Inc., stores, FFR wants to work for you. ODD LOTS « OVER RUNS + SURPLUS 
A 1914-30 Columbia Avenue, Chicago, FFR wants the job of keeping you 
res Ill. abreast of the news, trends and de- 
3" WANTED — Copper revolving ine iors oe an Hite 
; advertising, marketing and sale of gro- 
4 preferably but not necessarily 38°— cery ataenteadie ’ Senorees - cae suaEDD aes 
with or without steam coils. Candy . ALSO MADE OF OTHER CELLULOSE FILM 
Crafters, Inc., Stewart & Union Sts., Write for a free sample copy of Wex - Glessine Bags, Sheets & Rolls 
= eseieane Pe, FFR. Or enter a subscription today. Tying Ribbons-All Scotch Tape 
A- It is $3.00 a year for 26 issues chock Colors & rae —o & Colors 
tic WANTED—16” National Equipment full of information of vital interest to Diamond Cellophane Products 
me Enrober complete with tunnel stands, You. FOOD FIELD REPORTER, Bee btn ll 
on feed and delivery tables and bottomer 330 West — Street, Room 2126, 2902 So. Michigan Ave. Chicago 16, Ill. 
ai attachments. Address B-2454, c/o THE New York 18, New York. 
“e MANUFACTURING CONFECTIONER, 400 : . oe Fi RR OP q 
W. Madison St., Chicago 6, Ill. WANTED: Small home made candy MISCELLANEOUS FOR SALE— 
cpennenemens =aeeeen store in Chicago. Must have sugar 100,00 sheets cellophane 434 x 6 
ie WANTED: FIREMIXER, with or allotment of 2 to 10 bags per week. inches. Barbara Fritchie Chocolates, 
» 5 Pi seni 8 na c/o THe = Also chocolate source. Terms cash. Frederick, Maryland. 
on TURING CONFECTIONER, 400 W, Mad- ‘Address D-4454, c/o THE Manurac- 
ral, ison St., Chicago 6, Ill. TURING CONFECTIONER, 400 W. Madi- WANTED to purchase for cash from 
es, son St., Chicago, 6, III. manufacturers all kinds of candies 
MISCELLANEOUS and chewing gum and mint balls in 
~ WILL BUY Candy aiid MOLDED CHOCOLATE NOVEL- quantities for cash. Independent Oil 
eis oiiem hie fair quotas. TIES, Confectionery manufacturer Co., 220 Spring St., Charleston, S. C. 
— Rosen’s Bakery, 2221 Moore Ave.. interested in purchasing factory equip- = 
rer, Cleveland, Ohio. ped to make molded chocolate novel- FOR SALE— Oid established retail 
ble es ees ae ties. Give full details first letter. Ad- confectionery on main street in city 
am FOR SALE—Honey in 60 Ib. tins, dress 4458, c/o THe MANuractur- of 15,000. Owner wants to retire. 
m- liquid or granulated. Cloverdale Honey 1NG CoNnFEcTIONER, 400. W. Madison Louis Arnold, 458 East Main St., 
Co-op., Fredonia, N. Y. St., Chicago 6, II. Peru, Indiana. 
ate 
oss Don’t cuss! You can avoid 
mac this by having your “M.C.” 2 
” sent to your home. Then you 
_§ will always know where it is ad 
IR when you need and want it. 
re PRICES | MANUFACTURING CONFECTIONER 
‘ab peas $3.00 400 W. Madison St., Chicago Ne 
Ts ; 2 NS Pee $5.00 | whe —" Send the “M.C.” to my home. 
et- (Enclose check with order) 
ces. DE tse cicsivenene cenakeerheae sed teceeeaceseenaus 
| THE MANUFACTURING  CONFECTIONER A ces an ee 
400 W. MADISON ST. CHICAGO, ILLINOIS ep a ee eee DO ccctcasesken Sta8O. oe cccee 
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May We Suggest .. .? 


I the days of long ago. we used 

to fret over the proper. use of 
“may” and “can” in grammar class. 
Now, we never did just memorize 
those rules of grammar so we rely 
upon our editorial privilege of re- 
phrasing when these words occur. 
But correct or not, we like to hear 
(and be able to comply) childhood’s 
request, “Can I have a piece of 
candy?” We believe it safe to sub- 
stitute the word, “may” for “can” 
this month at least. 

Have you tried any of the fudge 
mixes at home? With the sugar ra- 
tioning, it is difficult for many home- 
makers to make cake icing, let alone. 
simple candies. Seems to us that 
there should be a very good post-war 
market for such items as fudge 
‘mixes, toppings and icings. If this 
isn't right up the candy manufactur- 
ers alley, we don't know what is. 

Gazed at an unusual window dis- 
play .recently. No, it wasn't a candy 
display; instead it was the window 
of a shoe store, where the footwear 
of other years was historically 
shown. Remember those button 
shoes, Congress gaiters and _ tooth- 
pick toe styled shoes? No funnier, 
perhaps, than some of the confec- 
tions of the same era. And apropos 
of our observation, we would call 
to your attention, an article in Good- 
Housekeeping, May, 1945, “Penny 
Candies from Heaven.” 

Mr. Louis Untermeyer, the author. 
states, “The more I see of today’s 
rich and rococo confectionery estab- 
lishments, the more I long for the 
little stationery store that catered to 
the sweet tooth of my plebian youth. 
It was. | suppose, a shabby sort of 
store, but fo enter it was to pass 
from the ordinary world into a 
realm of pure adventure.” Descrip- 
tions of the penny candies are given 
from the author's recollections of 
this wonderland of long ago. You'll 
enjoy reading it and hope that the 
wish of the author “to build copies 
of that corner stationery store up 
and down the highways of the United 
States” is granted. 

We have noted a tendency among 
certain advertisers to stress the spec- 
tacular: in foods, we are advised to 
eat “Whatcha Callits” for brain food 
because it contains all the known 
and unknown vitamins and food ele- 
ments. While it is quite likely candy 
may be a brain food (along with a 
few hundred others), we dislike 
stressing it as such. Then too, you 
know what happens to those who 
misrepresent the truth? Ever hear 
of the Federal Trade Commission? 

Just capitalize on that slogan. 
“Candy is-delicious food.” 
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Acme Folding Box Co., Inc...................... 84 
Ambrosia Chocolate Co. .................. Dec. ‘44 
American Lecithin Company ................... 72 
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Chocolate Spraying Company ................ 63 
Clinton Company. The ..................... Apr. ‘45 
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Compagnie Duval ............................ Apr. ‘45 
Confectionéry Brokers ......................0. $2 
Cc-operative Pecan Sales Co., Inc........ 73 
Corn Products Sales Co................0.0. cee. 58 
Crescent Mig. Company .................... Feb. ‘45 
Currie Manufacturing Co................. Mar. “45 
Diamond Cellophane Products ................ 97 
Dodge & Olcott Company ....................... 29 
Domestic Egg Products. Inc. .................. 55 
BI: UR ite WINN citnatcsemiecsnsessocovadcessennes . 69 
Du Pont de N s Company. 
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, By Insuring 
. 
l - 
, the Quality of Your Products 
5 
: * + 
. *« 
: * Despite shortages and handicaps, your business is ss 
: 
| good these days. 
| x * 
| This prosperity can be continued. 
: x x 
| Just be sure it’s based on quality. 

x > 

You can insure the quality of your products by using 
* Walter Baker quality products . . . thus keeping x 
your present customers and creating new ones. 
x * 
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A Quality Product for every Chocolat 
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Off the Greer Multi-Tier Conveyor in the Hills 
Brothers’ plant in Brooklyn come, in peacetime, mil- 
lions of perfectly pasteurized packages of Dromedary 
Dates. This installation has brought about continuous 
pasteurization and increased production—at tremen- 
dous saving of floor space: 36 feet of floor space 
provides 535 feet of processing travel. 

This is typical of Greer engineering ingenuity and 
of the adaptability of the Greer Multi-Tier principle. 
In wartime, this same machine is doing a tremendous 
job in turning out concentrated fruit bars for Ration K. 
The Conveyor is automatically loaded and unloaded 
so that it fits with the greatest possible efficiency and 
smoothness into the production line. 


With the Greer system, products can be continu- 


ously cooled, heated, dried, or pasteurized. Overhead 
areas are readily utilized, even to the height of two or 
three stories. This reduces non-productive floor space 
to an absolute minimum. Yet. products can be con- 
veyed as long as processing requires before delivering 
them to the next operation. Today, Greer Multi-Tier 
Conveyors are continuously processing candy, crackers, 
cookies, bread, fruit, shoe paste, and rubber compound. 
If floor space is a problem with you or if you are 
laying out a new plant, write today for free Booklet 
M-5 giving detailed information about the Greer 
Multi-Tier Conveyor. 
J. W. Greer Company, 
119 Windsor Street, 
Cambridge 39, Mass. 





